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BRYANT SURFACE TUMBLER SWITCHES 
switches that you can sell because 


SUPERIOR 
WIRING DEVICES 


1. Brown bakelite handles. 
2. Bakelite or polished nickel 
covers. 


. Snap-on covers; no screws. 


4. Large size in Single and 
Double Pole, Three and Four 
Point. 

Small size in single Pole and 
Three Point; also on 34 and 
4 in. Outlet Box Covers. 


For complete listings, see page 92, 
Bryant Catalog No. 30. 


WIRING DEVICE Ss 


ctured by 
Ric COMPANY, BRIDGEPORT, CONN. 





DOUBLE-TONE STRIKE 


wn. LO 


See this El Bernice model, with 2-rod_ strike, 
selected hand rubbed mahogany or walnut 
finish cabinet with handsome popular inlay 
panels. 21% inches long. One of the most 
sensational buys in clockdom. 


“LET THEM 


That's the No.1 Secret 


of clever 


clock salesmanship 


The clock that strikes or chimes is 
the easiest clock to sell. It appeals 
to the ear as well as the eye of the 
customer. Many a tough sale is 
clinched when you let them hear it 
strike. 
Sessions brings fine striking and 
chiming synchronous motor clocks 
down to the popular price range. 
Compare them, price for price, with 
non-striking, non-chiming clocks of 
other makes. Price for price, con 
sider how much easier they are to 
sell, how much faster you can move 
your stock, with the addition of that 
buy-urging “ear appeal.” 


SESSIONS WESTMINSTER 


CHIMES 28* 


The Wonder Clock of Sessions with quarter- 
hour self-correcting foolproof Westminster 
Chimes. 16 notes on the hour, 8 on the half, 
4 on the quarter. This is No. 20A_ with 
selected mahogany inlay case, quick-legible 
numerals and full Sessions quality through- 
out. Other models in mahogany and walnut. 
They are the only synchronous Westminster 
Chime clocks without clutch, retaining spring, 
or electric chime contacts. 21% inches long. 


Sessions exquisite two-tone strike 
clocks retail at $16.50. And _ the 
Sessions Wonder Clock . . with 
full Westminster Chimes (16 notes 
on the hour, 8 on the half and 4 
on the quarter) retail at $28.50 to 
#64.50. Non-striking clocks, down 
to $6.25 retail. 

Pick up your Fall clock business by 
featuring 


Sessions striking and 


TRIPLE-TONE CHIMES 


wn 


Genuine Sessions “Chapel Chime” clocks, with 
hour and half-hour 3-rod chimes. Genuine 
hand rubbed walnut or mahogany cabinet 
with popular inlay design. All Sessions chime 
clocks have auxiliary motor to operate 
chimes, doing away with clutches, retaining 
springs and chime contacts and cutting after- 
sale servicing. 214 inches long. 


CAR 


IT STRIKE 


Electrically’’ 


Sessions striking clocks of all kinds 
and styles retail at $16.50 to $22. 


chiming clocks at prices no higher 
than that of many an ordinary non- 
striking timepiece. You will find in 
the Sessions line a myriad of sure- 
selling clocks. No “hunch numbers”’ 
to clutter up stock. The Sessions 
Clock Company, Forestville, Conn. 
Also Woolworth Building, New 
York; 5 No. Wabash Avenue, Chi- 
cago; and S. J. Hammond & Com- 
pany, 150 Post Street, San Fran- 
cisco, California. 


SESSIONS Evee'"* CLOCKS 
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500 Acres 
of Warehouse Space 


PUES analysis of the 
1931 Edition of THE Jos- 
BER’S SALESMAN’S Verified 
List of Electrical Wholesal- 
ers discloses the fact that the 
average warehouse space oc- 
cupied by an_ electrical 
wholesaler is 22,000 sq. ft. 
per house, 


On this basis the total 
warehouse space of the en- 
tire industry is 21,650,000 sq. 
ft. or the equivalent of 500 
acres. 


Only a few electrical whole- 
salers do other than a strictly 
wholesale business. 16.8% 
(165 houses) also sell at re- 
tail and their retail sales 
average 14.8% of their total 
business. Only 1.3% (13 
houses) also carry on a con- 
tracting business. 


D. G. PILKINGTON 
General Manager 


E. T. ROWLAND 
Marketing Counselor 


ews 


Chicago: 
J. S. CRANE 
Western Manager 
520 N. Michigan Ave. 
Telephone Whitehall 7900 


ew 


New York: 


GLENN W. SUTTON 
Eastern Manager 
280 Madisen Ave. 
Telephone Caledonia 5-9031 


ewn 


Cleveland: 
GEO. E. POMEROY 
Manager 
Rockefeller Bldg. 
Telephone Cherry 2440 
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FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


PEP UP YOUR SALES WITH 
THE NEW SQUARE D switcH 
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Looking for a 


Sure-Sale Product? 
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... then the new 


SQUARE D 


: a 7 «Type A Switch is 


ama) 
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SQUARE D Positive 
Pressure Fuse Clips 
are now standard in 
all sizes. Made of cop- 
per, these clips have 
higher conductivity, 
and the steel reinforcing spring en- 
sures positive automatic gripping of 
the fuse under all conditions, with a 
resulting reduction of heat by more 
than 60 per cent at the contact. 














The SQUARE D In- 
terlocking Mech- 
anism has been 
simplified, with fewer 
operating parts, and 
made more compact, 
providing ample wiring space on both 
sides of the box as well as at the top 
and bottom. The interlock engages 
the main shaft, is easily removable 
and cannot cause the switch to jam. 











the thing! 


It has three new 
important features. 


Hexagon Terminal 

Nuts are supplied on 

all SQUARE D Type A 

Switches to permit 

easing connection 

with pliers or wrench. 
On switches rated at 100 amperes or 
less slotted hexagon terminal nuts 
are supplied so that a screwdriver, 
as well as pliers. or wrench may be 
employed. 


Then there’s the SQUARE D Unit Base Construction, High Speed Break (approximately a 
mile-a-minute), Multi-Spring Jaws, Arc Suppressors, etc. 


Ask the SQUARE D man about it or write to the SWITCH & PANEL DIVISION, SQUARE D 
COMPANY, 6060 RIVARD ST., DETROIT, MICHIGAN. 


Affiliated with 
DIAMOND ELECTRICAL MFG. 
co. LTD. 


Los Angeles San Francisco 


SQUARE D COMPANY, CANADA, 
LTD., WALKERVILLE, ONTARIO 


Toronto Montreal 


BRANCH E §S 


ELECTRICAL 


PRINCIPAL 


EQUIPMENT 


Factories at 
DETROIT, MICHIGAN; MILWAU- 
KEE, WISCONSIN; AND PERU, 
INDIANA 


SQUARE D COMPANY 
OF TEXAS 


Houston 
215 


CITIES 









Plan Gains Momentum 


Among \Wholesalers 


E are again de- 
voting this page 
to the letters 


which continue to come 
in from electrical whole- 
salers telling how they 
are applying THE Jos- 
BER’S SALESMAN Plan. 
These letters, we believe, 
offer suggestions which 
will assist other whole- 
salers in adapting the 
Plan to their own organ- 
izations. 


“We are applying the 
principles of the Plan, 


THE JOBBER’S SALESMAN’S PLAN 


THE JOBBER’S SALESMAN’S Plan is-a program which 
sets forth the principles of intensive selling, showing 
how simply, yet effectively they can be applied by whole- 
salers and manufacturers working harmoniously toward 
a common objective. 


The first principle of intensive selling is to know your 
market. 


The second is a plan for selling that market. 


The Plan covers the application of those principles in 
each of the four major markets: Resale; Contractor; 
Industrial; Commercial. 


By following the Plan, the wholesaler will be in a posi- 
tion to approach definite outlets with definite plans for 
selling definite products. 


“We are concentrating 
on major appliances and 
educating our salesmen 
to devote their efforts to 
helping the dealer sell his 
customers.” — Titus B. 
Schmid, Pres., Crescent 
Elec. Supply Co., Du- 
buque, Iowa. 


“We have economized, 
localized and specialized. 
We are using a system 
of visual records as with- 
out some way of arriving 
at what we are getting 
out of certain localities 





especially in Specializing 

and Advertising. From 

week to week we select an item on which we make a 
special drive, and follow up with advertising on these 
specialties. Also, we have sales meetings twice a month, 
to educate our salesmen on the uses of these special 
items and the advantages they have over similar items 
now on the market. 

“We also follow-up architects and builders, making a 
survey of new work to be done, so that we can get on 
the job early enough to figure on the entire electrical 
requirements. 

“By doing these things we find that we keep our sales- 
men on edge and bring to the user modern and improved 
items.” ——H. J. Baitinger, Pres., Baitinger Electric Co., 
New York City. 


“Your Plan is undoubtedly fundamentally correct and 
it is only a matter of recognizing the need of following 
through and applying one’s ability to make the Plan 
operative. Because of the common sense and simplicity 
of the Plan, lies the danger of a good many in not fully 
appreciating its value. To the writer, quite often the 
most easily recognized fundamentals are those that are 
most often overlooked and yet I am quite sure your 
activity and the Plan itself will awaken many of the 
wholesalers to the need of a closer analysis and more 
directed definite effort.,—H. H. Tully, Sales Manager, 
Doubleday-Hill Electric Co., Pittsburgh. 


“We are requesting our manufacturers to help us along 
sales lines and are favoring those who have a definite 
sales policy.”"—E. Von Driska, Vice-Pres., Rock Rwer 
Elec. Co., Rockford, Ill. 
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we don’t believe we could 
exist. 

“T might state that I take great pleasure in going over 
your case studies monthly and comparing our operating 
expense and other things.”—J. H. Carpenter, Mgr. Elec. 
Sales, Syracuse Supply Co., Syracuse, N. Y. 


“As I see your Plan it is designed for the great group 
of independent wholesalers who are without the com- 
mercial research facilities of such concerns as Westing- 
house and General Electric and who need someone to 
work out a plan of operation for them. This THE Jos- 
BER’S SALESMAN has done. Personally, I am sure that 
the independent wholesalers throughout the country will 
be grateful.”—Joseph R. Spurr, Pres., Southern New 
England Electric Co., Hartford, Conn. 


“We have listed and tabulated all possible outlets in 
our territory covering all lines which we handle.”’—E. V. 
Von Eschen, Sales Mgr., Building Supply Co., Salem, 
Ore. 


“We have studied the Plan thoroughly and have tried 
to apply some of its principles to our own business. We 
have discontinued unprofitable accounts and have con- 
centrated on profitable items. 

“Our salesmen have made up maps showing where 
their best outlets for business are, using different sym- 
bols for the various lines.” —L. E. Reid, Pres., American 
Electric Co., St. Joseph, Mo. 
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Radio City Buy415,000 Miles of Copper Wire; 


Early Start Looms in Construction 





In the erection of the ten buildings 
for’ Radio City, in the three blocks 
bounded by Forty-eighth and Fifty- 
first Streets, Fifth and Sixth Ave- 
nues, 7,800,000 feet of copper wire 
will be used. 

Announcement of the awarding of 
a contract for the wire, in varied 


sizes and types, to the Anaconda 
Wire & Cable Company was made 
yesterday by the Metropolitan Square 
Corporation, representing the Rocke- 
feller interests in the development 
of the broadcasting and amusement 
centre. 

The contract was said to be the 
largest of its kind ever let for a 
building operation. Placed end to 
end the individual strands would 
cover a distance of 15,000 miles. 

The Metropolitan Square Corpora- 
tion also announced the award of a 
contract to the American Brass Com- 
pany of Waterbury, Conn., for most 
of the brass and copper products, ex- 
clusive of the cable and wire, re- 





quired for Radio City The awara, 
also referred to as the largest of its 
kind, included brass pipe, gheet cop- 
per and copper in rolls. The pipe, 
varying in diameter from half an 
inch to eight inches, would make a 
tube 200 miles in length. 

Many construction records already 
have been broken in the orders for 
materials for the d 
tracts have been let 


tons ot steel, to 
needed. and for 1,00 
of glass. 
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The complete line of 81 Anaconda wire and 
cable products includes these six that you can 
use every day in your work: Rubber Covered 
Wire, ABC Armored Cable, Flexible Steel 
Conduit, Duraduct Loom, Durax Sheathed Cable, 


Flexible Cords. 


iS 





URGE 


an ‘t e 
private development 


in America ’”’..... 


greatest 


ANACONDA WIRE & CABLE COMPANY 


GENERAL OFFICES: 25 BROADWAY, NEW YORK 


CHICAGO OFFICE: 20 


Sales Offices in Principal Cities 


NORTH WACKER DRIVE 
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Jhe Jobbers Salesman 






The magazine of the wholesale electrical distributor and his salesmen 








T “HE Josper’s SALESMAN’S re- 
cent industry-wide survey, in- 
dicates that the year 1931 will 

prove no exception to the generally 

recognized rule that 60% of annual 
appliance sales are made in the final 
three months of the year. 

In spite of easy money and tight 
credits, deflated wages and unde- 
flated wages, unemployment, the for- 
eign situation and all our other ills, 
the fact remains that millions of sub- 
stantial American citizens are going 
to spend money these next three 
months. There will still be holiday 
buying and electrical appliances will 
constitute a very respectable share of 
Christmas purchases. So, Let’s Go— 
for the Final Quarter Drive. 

First we must select our dealer 
outlets. Department stores sell al- 
most every resale item handled by 
the wholesaler. Central stations are 
also large scale buyers for the Christ- 
mas season. Electrical and hardware 
dealers are major outlets for deco- 
rative lighting outfits, sun lamps and 











LET’S GO! 


for the 


Final Quarter 


Drive 


60% of your 1931 volume is before you. 
The last three months of the year account 
for the major portion of annual appliance 


all types of appliances. Radio deal- sales. 


ers can profitably sell clocks, lamps 

and novelties. Many of them have 

this year added vacuum cleaners and other major appli- 
ances. Gift shops, stationery, drug and notion stores 
are often worth developing for holiday business. They 
are especially good outlets for electrical novelties that 
have eye appeal such as clocks, cigarette lighters, flash 
lights, table lamps and small appliances. 

What lines of merchandise deserve special effort at 
this season? According to a large appliance manufac- 
turer, electric irons top the list of best sellers among 
heating appliances for the final quarter followed by 
hollow-ware, waffle irons, toasters, heating pads and 
radiant heaters. 

Sales of electric clocks continue to break all records. 
1,200,000 were sold last year as against only 350,000 in 
1930. While the clock manufacturer formerly had but 
four principal retail outlets ; jewelry, department, furni- 
ture and hardware stores, the advent of the electric clock 
has enlarged his marketing channels to include central 
stations, electrical, radio and specialty dealers. 

Decorative lighting outfits are an excellent leader and 
open the way for the sale of other electrical items. Each 
year sees a larger number of homes with outdoor deco- 
rations. This business can best be secured by the whole- 
saler’s salesman by lining up at least one live electrical 
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contractor in each community who will actively solicit 
the home owners in his neighborhood. 

Floodlights are increasing in popularity for outdoor 
decorative lighting. Also this is an excellent time to 
push their sale for residential garage lighting and other 
permanent installations. The new S-2 bulb gives fresh 
impetus to sun lamps this year: Electric trains offer 
excellent possibilities to the dealer who puts intelligent 
sales efforts behind this line. Their sale is not confined 
to any particular type of store. 

Other markets should not be neglected at this time, 
however. These same two principles, first the selection 
of outlets and then the development of these outlets 
through the sale of selected products, apply fully as 
well to the contractor, industrial and commercial 
markets. 

In several cities the local electrical interests have 
joined in cooperative campaigns for this fall to sell 
modernization of wiring, lighting and other electrical 
equipment to their industrial plants. 

There is business to be had during this final quarter. 
There is no time to be lost in getting under way. The 
three vital months are just ahead of us, so again we 
say, Let’s Go. 
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Close Contact Builds Our 


Fi ™ ~~, 
m, *¥ 


UR firm considers the 
electrical contractor its 
most logical outlet. We 


also believe that profitable ac- 
counts can only be developed by 
maintaining close relations with 


each individual contractor. Be- 
cause of this attitude sales to 
contractors now account for over 
half our total business. 

One of the outstanding prac- 
tices of our sales efforts among the contractors is very 
frequent contact. In the city our men call on them at 
least twice a week and sometimes three or four times. 
In the outlying territory they are contacted as often as 
possible without neglecting other classes of trade. This 
constant calling does not mean that we torment them for 
business or waste their time. Many of these calls last 
only a few minutes as the salesman’s chief concern is to 
keep tab on the contractor’s progress and to learn if 
anything additional is coming up. 

Our men are trained to take a personal interest in 
the details of the customer’s business, what special re- 
quirements he has and if he is peculiarly fitted for some 
kind of construction he is not getting. Thus we are able 
to help each firm individually and the more business they 
secure the better it is for us. 

We regard as part of the day’s work that kind of 
service which consists of delivering material promptly 
but this must be watched closely and followed up. Our 
trucks work on schedule, Davenport in the morning and 
Moline and Rock Island in the afternoon, which gives 
the two Illinois towns a chance to get all their orders 
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By H. F. SIEMSEN 


Manager, Republic Electric Co., 
Davenport, Iowa 


A personal interest in each customer, backed 

by better service and a close follow-up of 

every important job, develops profitable con- 
tractor accounts 


(CONTRACTOR 


VOLUME 


in for the day. Going 
beyond this regular 
service, we have al- 
ways paid unusual at- 
tention to special or 
small items — if we 
haven’t it in stock we 
will get it, and if it is 
needed in a hurry any 
of us will make the 
delivery. Give the con- 
tractor 100% service 
on the small and trou- 
blesome items, then 
when the big order 
breaks you will get it. 

Another policy 
which has helped our 
business considerably 
is that of persuading 
the contractor to 
standardize on lines 
and call for the same 
make. This helps him in his buying, furnishes him with 
a strong sales argument and does away with red tape 
and confusion. This applies particularly to safety 
switches, panels, cabinets, lighting units and other spe- 
cialties. 

A valuable asset in furthering our own interests as 
well as those of the contractor is our habit of learning, 
as a neutral, every possible bit of information about a 
job before the electrical work is awarded. For instance, 
a large project was launched by an out-of-town organ- 
ization. Our salesmen quickly gathered the essential 
details regarding the electrical installation, which told 
us just what the job would require. Consequently, when 
the contract was awarded we were in a position to save 
the contractor time and money because of our early con- 
tact on the job itself. 

This anticipation of requirements by approaching the 
owners, engineers and architects calls for a sound policy 
of fairness toward the various electrical contractors. It 
is not always easy to give everyone an equal break, so 
we are especially careful in making recommendations. 
In one case the owner had two bids arid asked our sales- 
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man point blank which contractor could do the 
work best. 

Now, one of these two bidders bought from 
us and the other did not, so it took courage 
and foresight for our man to reply that it was 
a toss-up and that either contractor would fur- 
nish an A-1 installation. The owner finally 
gave the work to the man who was not our 
customer and told him how our man had bent 
over backwards to tell the truth and play fair. 
This resulted in our receiving a nice portion of 
the contractor’s business. 

When a contractor enters business nobody 
knows just what will happen. Therefore, we 
have made it a point to see the newcomer often 
and see his jobs. If he has the right stuff he 
will progress and we will profit accordingly. 
This is important out in 
the territory. We feel 
that every town owes us 
some business and that 
we have a right to sell 
our goods there, so we 
insist on finding an out- 
let and building it up. 

We do not go after 
bad credit risks in pur- 
suing the policy of at 
least one outlet in every 
community. We think 
our choices have been 
justified by the fact that 
a large percentage of our 
accounts have been con- 
tinuously on our books 
for over 12 years. 

When the wholesaler’s 
salesman works with the 
contractor in lining up a 


Our salesmen go right to the job and 
check up on materials with the contractor 








Contractors consult our salesmen when 
taking off material lists for jobs 


difficulties are anticipated and plans 
made to overcome them while, at the 
same time, the contractor gives our 
man valuable technical information. 

We believe that new products are a 
fine source of business and our men are 
thoroughly sold on this. The minute 
a new article arrives it is tried out 
and then the boys see how fast they 
can show it to the contractors. Getting 
in on the ground floor means a lot in 
introducing a fitting, a switch or a 
lighting innovation, 

I have stated that we call on our 
trade often and that many of these 
calls are short, because the men do 
not attempt to force an order from 
each visit. That this has worked out 


job there is one angle which is often neglected and that _ well with us is proved by the fact that about 40% of our 
is a clear mutual understanding of the job itself, the volume is phoned or mailed in to the office. This takes 
materials required and any special work which may no credit away from our salesmen, because they are the 
mean extra business. Therefore, we sit down in the ones who have persuaded the customers to send in 
contractor’s office and go over every detail. In this way orders rather than waiting for them to call. 
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Following the progress of a job often brings additional orders 
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Of course we know that phone orders 
must be carefully handled or their volume 
will soon fall off. We have a trained vet- 
eran, W. M. Asmus, in charge of this 
work, assisted by H. Jennisch. The long 
experience of Will Asmus has fitted him 
to just about read the customer’s mind 
while taking down an order. In addition, 
with his memory plus a complete price 
book, he can often price an entire job of 
wiring before hanging up. His ability to 
give correct prices quickly over the phone 
is valued highly by our customers. 

We shall continue our system of seeing 
our contractors often and backing up our 
salesmen’s efforts with service and assist- 
ance from all departments. We know that 
new fields are opening up for the elec- 
trical contractor and that he is much more 
progressive today in going after business 
than he was a few years ago. 








‘The “SPARROW’™ Market 
and the Wholesaler 


A straight-from-the-shoulder message to electrical 
wholesalers from the sales manager of a prominent 
electrical manufacturer 


NE of the evils in the present business situation 

which affects wholesaler, contractor, dealer and 

manufacturer alike is the price complex into 
which many manufacturers and their customers have 
descended. Price competition is of course legitimate and 
every manufacturer of a competitive product should 
price his goods so that they are in step with the quality 
contained therein, tempered with the full and complete 
knowledge of what the market conditions may be. 

Inevitably any industry, or section thereof, manu- 
facturing and distributing a product will fail if the 
prices so demoralize conditions that no one makes any 
profit. It is likewise true that an overproduction capac- 
ity in any industry may be the main reason for price 
competition. 

In the electrical industry we now find a more serious 
problem than any which has ever before confronted 
us. In order to discuss certain phases of this most im- 
portant problem it is necessary that we look into the 
past to provide ourselves with the proper background. 

Since the advent of electricity up until the last year 
er two our industry has been favored with a growth 
which has been phenom- 
enal. In fact, during 


because of the profits which were available during these 
halcyon days. 

General building, especially of residences, hotels, 
apartment houses and offices, was on the increase. 
There was room for everybody in the business. Central 
stations were busy extending lines and adding new cus- 
tomers. Then came the debacle of 1929; and even if 
this had not occurred our industry was due for a jolt 
to get us out of a rut into which we had fallen because 
of our short-sightedness. 

How has this condition been met and has it been 
done constructively? In considering this the supply end 
of the electrical industry will serve as an illustration. 
In order to increase volume many expediencies have 
been used, such as lower prices and, by manufacturers, 
the resorting to chain store sales. This has created now 
what might be called, for want of a better name, “The 
Sparrow Market”. (Cheap! Cheap!) 

The manufacturers are not alone to blame for this. 
In their scramble to get business easily, wholesalers 
have resorted to selling cheap, inferior materials be- 
cause they required less selling effort. They forgot the 
inevitable result that 
their profits would be 
decreased when their 





these many years a sell- 





er’s market was contin- 
ually in existence. Al- 
most anything could be 
sold as long as a sufh- 
cient number of whole- 
saler or dealer ac- 
counts could be secured. 
Staple items such as wir- 
ing devices, conduit and 
wire had a steadily in- 
creasing demand. Busi- ‘“ 
ness was easy to get and b 
price was of secondary 
consideration. This re- 
sulted in many _ small 
concerns starting in bus- 
iness whose success up 
until now has been sub- 
stantial. Manufacturers, 
wholesalers and contrac- 


cooperate with you? 


Practical Suggestions for the Wholesaler 


1. Select the names of all manufacturers in each section of the 
industry, such as conduit, wire, wiring devices, and so forth. 

. Of these select those whose reputation, quality and service 
are of the highest order and who are now extending their 
best prices to their wholesalers. 

. Write each of these selected suppliers and obtain from 
them a written answer to all of the following questions: 

. Do you now, or are you intending to sell chain stores? 

. What is your policy regarding cheap materials? 

c. Have you any plans for the future to counteract this 
price complex? What are they? 

. What is your policy regarding the addition of new dis- 
tributors? What is your policy toward removing your 
best prices from those of your wholesalers who do not 


competition was forced 
to meet the situation. 
Instead of the develop- 
ment of new items which 
made for economy no 
radical changes in de- 
sign, construction, or 
usability have been 
made in many products 
for many years. Some 
few manufacturers have 
for years been known as 
“quality houses” and the 
prediction is made that 
due to their knowledge, 
in the not far distant 
future new develop- 
ments will be made 
which may revolutionize 
those sections of the in- 





tors sprang into being 


(Turn to Page 68) 
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How We Developed 


OUT 


COMMERCIAL 
MARKET 


EVERAL years ago 
we realized that we 


must do something to 
offset our increasing com- 
petition. After much study 
we came to the conclusion 
that we must seek not only 
new customers but also new 
lines which we could sell 
present customers. Located 
in a city of only 150,000, 
our Hartford house was al- 
ready intensively covering 
the electrical contractors 
and industrial plants in its 
trading area. To make cer- 
tain that we were not overlooking any prospective cus- 
tomers in these fields, we secured from the city electrical 
inspector a list of all licensed electricians together with 
their employers. 

This list yielded us very valuable information. Nat- 
urally it led us to a few new contractor and industrial 
accounts. But it did much more, it showed us that we 
had a new market among commercial and industrial in- 
stitutions who maintained their own electrical depart- 
ments. 

We called on each of these prospects, became ac- 
quainted with the engineer or electrician, found out what 
and how much they bought and whether they bought 
from contractors or from wholesalers. Each account was 
studied separately. Could it be sold enough merchandise 
to make it a profitable wholesale account? Was it already 
being sold by a contractor who was friendly to us? As 
a result of this survey we selected about a dozen accounts 
which, in our opinion, justified intensive sales effort by 
our men. These comprised department stores, hotels, 
hospitals, large office buildings and insurance companies. 
The balance of the commercial market, including schools, 
restaurants, churches, and so forth, we found could best 
be reached through the electrical contractor. 

Department stores have proved the most profitable of 
these accounts. Working through the engineer we have 
sold them a considerable quantity of electrical supplies 
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By W. N. HEMION 


Assistant General Manager, 


Southern New England Electric Co., 
Hartford, Conn. 


Hotels, office buildings, insurance 

companies and department stores 

have proved profitable accounts for 

not only maintenance items but also 

for various kinds of electrical equip- 
ment 


Scarcely a 
month passes but what some 
new electrical need develops 
somewhere in these large 


and equipment. 


buildings. It may be an 
increase in size of feeders, 
additions to a switchboard, 
larger size safety switches 
or some equipment item. 
To sell equipment we have 
found it necessary to go 
through the engineer to the 
store executives to secure 
authorization of the neces- 
sary expenditure. Sales 
have more than justified 
this effort, however, and have included commercial cook- 
ing equipment for lunch rooms, ventilating fans and 
blowers for kitchens, beauty parlors, and other depart- 
ments, show window equipment including reflectors, spot 
lights and footlights, interior illuminated signs, show 
case reflectors, indirect lighting fixtures for offices and 
lighting fixtures giving approximate daylight conditions 
for departments handling textile goods. 

Electric fans have been a profitable item with all these 
commercial buildings. In several cases we have been 
successful in getting our customers to standardize on the 
particular make of fan which we sell. By doing this they 
have simplified the stock of repair parts which is neces- 
sary in every large building which uses hundreds of fans, 
mostly of the 16-inch size. 

From this brief outline of our activities in the com- 
mercial market, it is evident that we have developed this 
field by applying the very same principles of intensive 
selling that are emphasized in THE JoBBER’s SALESMAN 
Plan. First we have surveyed our territory and selected 
the outlets which we believed justified intensive sales 
effort. Next we have constantly studied each account 
to determine the items for which each was a prospect. 
And, finally, we have worked closely with the represen- 
tatives of our supplying manufacturers in going after 
the actual orders. This method has proved itself to be 
both sound and profitable. 
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Contractor Market 











No major market exceeds that of the electrical contrac- 

tor in importance. The electrical wholesaler is his logi- 

cal source of supply. ‘THE JOBBER’S SALESMAN Plan 

provides for the further development of this market 

through contractor specialists who, as salesmen, go out 
and create new business 











This is the fourth installment of E. T. Rowland’s 
chart talk describing The Jobber’s Salesman Plan 


United States, or an average of 25 for each whole- 
saler (Chart 13). They spend 200 million for 
electrical materials annually and buy 85% of this total 
from wholesalers. 35% of their purchases are for new 
construction. Materials for repairs, maintenance, instal- 
lation of equipment and modernization of existing wiring 
account for 65%. This data is from Electrical Con- 
tracting which has also grouped these contractors accord- 
ing to size (Chart 14). 
If electrical contractors 
depend for their existence 


L tsiet are 25,000 electrical contractors in the 


we could cite many other cases of specialization. 

While we may find exclusive specialists in the big 
cities, the same as in the medical profession, in the 
smaller cities we have the general practitioner who does 
a general wiring business but who also has his hobbies 
or specialties. 

How does a contractor specialist differ from the ordi- 
nary wireman? He excels in one kind of work although 
he may also do other work. He knows more about his 

chosen specialty than any 
of his competitors. He 
never skins or cuts a job 





on business which comes 
in to them we cannot hope 
to increase our sales to 
this market. On the other 
hand, if they become sales- 
imen who go out and ac- 
tually create new business 
there is no limit to the 
amount of merchandise 
which wholesalers and 
their manufacturers can 
sell to them. 

How can this be accom- 
plished? By contractor 
specialization. Park Ridge, 
Ill., is considered the best 
ventilated town in the 
United States because a 
local electrical contractor 
decided to become a spe- 
cialist on ventilation and 
went out and did a real 
selling job. A contractor 
in Iowa started out with 
only a kit of tools and to- 


Electrical Contractors in the US 


Electrical 


7 POSSIBILITIES OF 
The ELECTRICAL CONTRACTOR MARKET 


$200,000000Annual Purchases of 


Materials for 


but always builds it up. 
He uses quality materials, 
makes a fair profit and 
pays his bills on time. 

What does this mean to 
you as wholesalers? Let 
us suppose each of you 
has 25 contractor custom- 
ers and that each of them 
becomes a specialist who 
goes out and creates new 
business. Doesn’t this, in 

25 effect, increase your sales 
Contractors for each Wholesaler force by 25 salesmen and 
with no increase in your 
payroll? 

We contend that the 
manufacturer’s sales pos- 
sibilities in the contractor 
field are in direct ratio to 
the degree of contractor 
specialization. Take a 
manufacturer of lighting 
equipment, for example. 
He can secure more busi- 


NEW CONSTRUCTION 


REPAIRS AND 
MAINTENANCE 
INSTALLATION OF 

ELECTRICALLY 
OPERATED EQUIPMENT 


MODERNIZATION OF 
EXISTING WIRING 














day is a successful special- 
istist on farm electrifica- 
tion whose business runs 





ARE YOU GETTING YOUR SHARE OF 
THE BUSINESS /N TH/S MARKET 7 


ness if you will give him 
the names of contractors 
who are actually interested 








well into six figures. And 
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Chart No. 13 


in specializing on lighting 
THE JOBBER’S SALESMAN 











in your territory. They are 
hand-picked prospects 
whom he can_ educate 
through your salesmen to 
become specialists on the 
sale and installation of his 
own equipment. 

The electrical contrac- 
tor is also facing a seri- 
ous situation today. Some 
contractors have seen the 
way out and have already 
become specialists and, 
therefore, salesmen. Thou- 
sands of other contractors 
are interested in specializ- 
ing if a plan for doing so 
is presented to them. We 


believe we have such a plan. 
we suggest a series of three charts ; 
(Nos. 16, 17 and 18) similar to those [Kamer 
described in detail for the Resale Mar- 


ket. 


At the left of your survey chart 
(No. 16) list the various fields of contractor special- 
ization shown on Chart 15. Then call on every locat- 
able contractor in your territory and indicate on 
Chart 16 the number of contractors already special- 





CHART No.1 
DEVELOPING THE 
MARKET CONSCIOUSNESS 
OF THE ELECTRICAL WHOLESALER 


1. To be sent to the Wholesaler by the Manufacturer 
2. To be filled out by the Wholesaler and returned to the Manufacturer 








LOCAL ELECTRICAL CONTRACTOR mMaaker | 
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specialists and to develop into profitable accounts, 
and persuade them to specialize in those fields where 
your survey chart indicates the opportunities are 


greatest. 
Your 


next step is to determine the individual 


lines or items for which each type of 


contractor 





covered " 
pecial, / fuels, report hm nee) 
atio: TI eta 
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‘2. Indicabe with an (x) or cat 
Fields of 





4G aa No. 2 
WHERE MANUFACTURERS LINES SHOULD BE SOLD 


L Show principal items of each of your Basic 
jalog number items im your line best adapted he / 
alization lished 
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3. To be seat to the Wheiessler by the Menufocturer afm ba hes recaved 
Market Survey (Chart Ma! ) 
























CONTRACTOR MARKET DATA CHART 
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Chart 
No. 17 








WHOLESALERS CONTROL & PROGRESS CHART OF HIS 
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LOCALCONTRACTOR MARKET 
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izing. Ask every contractor who is not a specialist 
in what fields he is interested in specializing, and 


report this information in another column. 


This 


will give you an entirely new picture of your contractor 


market. 
contractors, 


You can then go back to a selected group of 
those who have the initiative to become 





ELECTRICAL CONTRACTORS 
Grouped According to 
ANNUAL VOLUME OF BUSINESS 


Group A Over $100,000 
«~ B $50,000 to $100,000 
"© $20,000 to $50,000 

--«- D $ 6000to $20,000 
ae, less than $ 6,000 





























“Per cent ac Bauracia ‘Group Per cent of total 






Contractor Business. 
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job of selective, 
local electrical contractor market. 





Chart No. 18 


specialist is 
When your survey is completed send 
copies to your manufacturers. 
we contend 
should know to what fields his prod- 
ucts should be sold. Each manufac- 


a prospect. 


Again, 


that the manufacturer 


turer should then send 
you Chart 17. Again, you 
would combine these vari- 
ous manufacturers’ charts 
on a master chart (No. 
18) thus definitely deter- 
mining your contractor 
market in terms of both 
outlets and products. 
When your manufacturers 
follow through with com- 
plete sales plans for their 
products you will be able 
to develop this market by 
securing adequate distri- 
bution in each field of con- 
tractor specialization and 
by selling more goods to 
each contractor account. 


In this way the electrical wholesaler can do a real 


intensive and creative selling in his 





THE ELECTRICAL CONTRACTOR MARKET 
A Market of Specialists 





WIRING OF NEW BUILDINGS 


LIGHTING EQUIPMENT 











Apartments Commercial 
Commercial & Public Buildings 

Farm Electrification Industrial 

Garage and Filling 

Stations Outdoor 

_ Industrial Plants 

Residences Residential 
MAINTENANCE & REPAIRS | | INSTALLATION OF EQUIPMENT 





Commercial and ~ 
Public Buildings 

industrial Plants 
Marine: es 
Motors 

Signs 

| Stores 

|. Theatres 











Elevators 
Oil Burners & Stokers 
. Pumps . 
Refrigeration 
Signs A 
Signal Apparatus 
Sound Apparatus ee 
Ventilation - 7 
Ranges ms Veter Heaters. +3) 
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Chart No. 15 








This WHOLESALER 


Specializes on 
Selected Accounts 


By E. T. ROWLAND 


Marketing Counselor, 


Y concentrating on a se- 
lected group of customers 


and building up_ these 


THE Jopper’s SALESMAN 


tween 40 and 55 accounts. The 
city men contact each account 
once or twice a week while the 








accounts to a point where they 
consider this wholesaler their 
principal source of supply, sales 
for 1930 were only 21% below 
those for 1929. Gross profits 
were sufficient to cover within 
$100 all operating expenses in- 
cluding 6% interest on invested 


Volume of Sales 
Size of Territory 


Contractors. .75% 








Population of Territory.....4,700,000 


Character of Business 


Retail Dealers. .5% Com’l. Bldgs. 5% 
Central Stations ... 


country men cover their terri- 
tories every two weeks. The 
former average 10 to 12 calls per 
day while the country men make 
from five to six. The field sales 
managers contact each city ac- 
count once a month and person- 
ally cover the country territories 
four times a year. A definite 


8000 sq. miles 


Industrials. .10% 


5% 














capital and surplus. Therefore, 
“other income” from cash dis- 
counts was clear profit which en- 
abled this company to actually 
earn 1.2% on its total capital investment last year. 

Sales to electrical contractors account for 75% of the 
total business of this house. Wiring materials lead in 
volume, followed by incandescent lamps, outside con- 
struction materials, appliances, commercial and indus- 
trial lighting fixtures, ventilating equipment and tools in 
the order named. Residential lighting fixtures, motors, 
radio and refrigeration are not handled. 

The organization consists of 12 persons: president, 
secretary, two field sales managers, four outside sales- 
men, desk man, shipping clerk, warehouse man and a 
bookkeeper-stenographer. 

Both field sales managers are vice-presidents. They 
spend their entire time outside among the trade. Each 
has the supervision of two city and one country sales- 
man. The country salesmen both live in the center of 
their territories, coming in to the house only for the 
monthly sales meetings. All salesmen operate on a 
straight commission, based on gross sales, and pay all 
their expenses. They are credited with all business 
which the house receives from the accounts assigned to 
them. The majority of the city salesmen do not use 
automobiles. 

Due to the policy of closely contacting a selected 
group of customers each salesman is assigned only be- 


Case Study No. 10 
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Type of Wholesaler Covered by Study 


route is worked out for both city 
and country men. Special and 
consistent selling efforts are 
made to get each customer to standardize on each make 
of commodity handled by the house. 

In selecting salesmen this firm considers acquaintance 
with the trade the most important qualification with 
aggressiveness second. Knowledge of the line is of less 
importance for men calling on city contractors, but is 
quite necessary for men contacting industrial plants and 
country contractors. 

Contractors doing in excess of $50,000 of work a year 
account for the bulk of sales. Small contractors doing 
less than $10,000 are not considered profitable accounts. 
Most of the contractor customers work closely with 
architects and do principally large construction work. 
They are not interested in maintenance work. There- 
fore, upon completing an industrial wiring job they 
often recommend this wholesaler to the industrial as 
its source of supply for maintenance requirements. 
Many profitable industrial accounts have been secured 
in this way. As all salesmen have had practical elec- 
trical experience and as one of the executives is a tech- 
nical graduate, complete engineering service can be 
rendered. 

No effort is made to secure business from that type 
of industrial which sends out for competitive bids on 
every order and which buys entirely on price. On the 
other hand this house has established a minimum profit 
rate of 15% on goods shipped from its own warehouse 
and of 314% on shipments direct from factory to cus- 
tomer. 

Total floor space is 8,000 sq. ft. of which 6,200 sq. ft. 
are used for warehouse purposes, 1,000 for office and 
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ADMINISTRATIVE 
30.7 % 







WARE HOUSE 
22.4% 



















INTEREST AND 
LOSSES 
























SELLING 
29.1 %o 












How the Gross Margin Dollar is Div:ded 


800 for receiving and shipping. Only a single floor is 
occupied which runs from the street to an alley at the 
rear. Offices occupy the front and a loading platform 
is at the rear. Next to this platform is a packing bench 
and an order-assembly bench. A perpetual inventory is 
not used. The warehouse man keeps close watch of his 
stocks and physical inventories are taken periodically 
on individual lines. With this method an inventory turn- 
over of 16 times a year is secured which is much better 
than the turnover of five to seven times obtained by the 
average electrical wholesaler. 























STATEMENT OF OPERATING EXPENSES 
ADMINISTRATIVE 
1. Executive Salaries and Expenses.... 3.5% 
v. ONCE Salaries 2 ice ccs 1.7 
3. General Office Expense 
(a) Postage 6 oo Ss a 0.2 5 9%. 
(b) Stationery and Supplies......... 0.1 od 0 
(c) Telephone and Telegraph........ 0.4 
(d) Maint., Repairs and ace megige 0.0 
(e) Miscellaneous Office Expense.... 0.0 
4. Legal and Collection Expense........ 0.0 
WAREHOUSE 
DS. Loe es i ne eet ca 0.1% 
6. Repairs and Depreciation Oe eee 0.0 4 3% 
7. (a) Boxing and Packing............. 0.1 ’ 
(b) Delivery Expense ...... es nen 2.6 
8. Store and Warehouse Salaries....... 1.5 
SALES. 
9. Advertising, Dues, Donations, etc.... 0.2% 5.6% 
10. Salesmen’s Commissions ............ a. 
FIXED CHARGES 
11. Rent and Other Real Estate Charges. 1.4%| ] 6% 
12, Tdeupince: Taxes 2. 2.520. cas -. 0.1 ig 
13. Miscellaneous ..... aw ie cocks cs RS |B 2 
. OTHER EXPENSES 
14. Interest on Capital and Surplus...... 1.5%| 1.8% 
1S. Loss from Bad. Debts.....:5......-. 0.3 























Breakdown of 20.8% Ove; head 
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FINANCIAL STATEMENT 
For Calendar Year Ending December 31, 1930 


1. Net Sales, after deducting returns and al- 


MPR S SS oe Sis Se Seow eas es so $347,000 

2. Cost of Merchandise, including incoming 
SERA ORRRIIONE ee ie Ss os Se vk Sa win cree 6's $280,264 
3. (a) Gross Profit (Item 1 — Item 2)....... — 
(b) Gross Profit'Rate (Item 3a + Item 1) 19.2% 
4. (a) Total Operating Expense (Overhead)... $66,834 
(b) Overhead in Percent of Net Sales..... 19.2% 
(c) Operating Ratio (Item 4a + Item 3a) 90% 
5. i) Net Operating Loss (Item 4a — Item pee 





(b) Net Operating Loss Rate (Item 5a + 




















a BR SO ee oe ee one 0.0% 
6. Other Income and Deductions 
(ay Interest Reseed ooo oi occ ve mene nsce None 
(b) Cash Discounts Taken ....... ep PK 
(c) Cash Discounts Given........... $5,987 
7. Net Profit (Item 6d — Item 5a).......... $1,054 
8. Net Profit Rate (Item 7 + Item 1)....... 0.3% 
9. Merchandise Inventory ................-.. $17,500 
10. Inventory Turnover, Times per Year...... 16.0 
11. Investment or Working Capital........... $86,000 
12. Capital Turnover, Times per Year....... 4 
13. Net Profit Rate oan Capital Investment 
Citemt: 7 Items FE)... hicvsswgeccee 1.2% 
Financial Statement Shows Earnings of 1.2% 
Three copies of all orders are typewritten; original, 


packing slip and checking copy. Orders are numbered 
serially and a log record kept. Tickets are not costed. 
Hence actual gross profits can only be determined after 
a complete physical inventory is taken. 

A study of the operating statement shows that de- 
livery expenses are abnormally high. This item is 2.6% 
of total sales whereas the average for other houses 
studied is only 0.7%. Free delivery is given not only 
within the city limits, but also to towns 25 miles away. 
Competitive conditions make this expensive practice 
necessary. A truck is hired full time, together with the 
services of the driver. 

This wholesaler has found that it costs $2.50 to handle 
an individual order, divided as follows; sales 80c, office 
expense 60c, warehousing 60c and fixed charges 50c. 
On this basis and at the average gross profit rate of 
nearly 20%, every order for less than $12.50 is handled 
at a loss. 

About 100 manufacturers are regular sources of sup- 
ply and 2,000 items are regularly carried in stock. 
Parallel lines have been entirely eliminated except with 
wiring devices and surface metal raceway. In selecting 
new sources of supply consideration is given to the fol- 
lowing in the order named; reputation of line and of 
manufacturer, manufacturer’s sales and advertising co- 
operation, gross margin and probable turnover. An ex- 
clusive franchise is not considered a factor, provided 
the manufacturer limits his distribution to reputable 
wholesalers and does not sell direct at his wholesalers’ 
costs. 

Asked what assistance he expected from manufac- 
turers’ representatives this wholesaler said “What we 
get doesn’t amount to much. We get little and have 
come to expect little. They do well as far as they go, 
but they don’t go far enough. They can help us most 
by doing more missionary work, by getting their prod- 
ucts specified and building up contractor acceptance.’ 
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MEN YOU SHOULD KNOW 


D. A. Hughes 


General Manager, Langdon & Hughes Electric Co. 


Utica, N. Y. 


, | \ HE outstanding characteristic 
of D. A. Hughes seems to be 
an attfability that comes with- 

out conscious effort. It is simply a 

part of himself, this ability to meet 

all men on common ground. 

Probably this happy faculty comes 
as a natural trait improved by experi- 
ences in those impressionable years 
of his youth at the start of his mer- 
chandising career. 

His training was acquired in what 
is unquestionably the finest school in 
the world for business men, the 
school of experience, and in proof 
of this one has only to glance at a 
roster of its world famous graduates. 

At the age of fourteen Mr. 
Hughes, in addition to attending pub- 
lic school, was learning far more 
outside by selling papers. When 
“stuck” with papers in the evening, 
he learned invaluable lessons on stock 
control. By featuring the most in- 
teresting event of the day’s news for 
special vocal announcement, he 
learned sales appeal. Again, the value 
of friendship, courtesy, and honesty 
was taught him when he observed 
that the public will walk past several 
newsboys to purchase a paper from 
their favorite. 

At the age of fifteen he was an 
excellent little business man, capable 
of detecting lead quarters by feel, 
bite, or ring. Self-control was an- 
other lesson learned and he could 
hear, without attempting to kick in 
the shins, some sidewalk humorist 
explain for the five hundredth time 
that he didn’t want a paper because 
“T can’t read.” As a newsboy, Mr. 
Hughes earned an average of eight 
dollars a week, of which all but 
twenty-five cents went into the 
Hughes’ family community chest. 

As he progressed in his circle of 
friends, he became the leader of his 
crowd while another boy, named Sam 
Wolf, took command of the rival 
faction. In order to prevent fric- 
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He Meets All Men 


tion among the two 
groups it was the cus- 
tom of the boys to 
bring any grievance to 
their leaders. Then if 
one of Wolf’s boys had 
suffered, Hughes was 
told of the matter and 
it was settled by him, 
and vice versa if the 
trouble could be rem- 
edied in the Wolf 
camp. In this way gang 
fights were for the 
most part avoided and 
life among the younger set of Utica 
was as tranquil as a chess tournament 
at the Y. W. C. A. 

It is interesting to note that Mr. 
Wolf in later life became a distribu- 
tor of newspapers and magazines and 
now has a place of business in the 
building of Langdon & Hughes. 

After leaving high school Mr. 
Hughes worked two years for the 
New York Central Railroad, and 
then began his electrical experience 
with the Porter Electrical Co. 

In 1911 he went into business for 
himself and for twenty-one years has 
been a partner in the firm of Lang- 
don & Hughes. In 1917 the firm built 
their own building and in 1922 the 
business had prospered so that it was 
necessary to double their space. 


pals. 


HEN the World War broke 
out Mr. Hughes joined the 
medical corps, for some unexplained 
reason. Seventeen employees of the 
firm enlisted in the Signal Corps. 
Business during this period of un- 
pleasantness with Germany was nat- 
urally not so good, due to difficulties 
in getting merchandise and keeping 
an adequate personnel. When Mr. 
Hughes and the rest of the boys were 
at last able to stuff moth balls in the 
pockets of their olive drabs they 
rolled up their sleeves and went to 
work with such vigor that sales in- 


On Common Ground 


Endowed with a winning per- 
sonality, D. A. Hughes has been a 
leader since his boyhood days when 
he headed a group of neighborhood 


Tact, aggressiveness and the 


value of a dollar were early learned in 
the school of experience. He keeps 
his eye on the ball and is constantly 
devising new ways to practice inten- 
sive selling 


creased 30% during the following 
year, 

At no time during the history of 
the company has there been a year 
when the firm has failed to show a 
profit on its annual operations. For 
the past three years sales have ex- 
ceeded the million mark. The Utica 
trading area is not large and this ex- 
cellent volume is the result of in- 
tensive selling methods. 


T is characteristic of Mr. Hughes 

to keep his eye pretty much on 
the ball and spend his time thinking 
up ways to sell more merchandise 
rather than to ask people how they 
find business with the expectation of 
an unfavorable reply. 

Last, but not least, Mr. Hughes 
being a modest every day citizen begs 
that if we insist on giving him a 
writeup it will not be one of those 
“super-man” things about the bare- 
foot boy who made good.—Okeh, 
Mr. Hughes. 








This is Number 137 in 
Our Series of Prominent 


Wholesalers. 
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*D. A. Hughes 


General Manager, Langdon & Hughes Electric Co., Utica, N. Y. 


OCTOBER, 1931 
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SALES OPPORTUNITIES IN INDUSTRIAL PLANTS 














Remote Control 
Speeds Operation 


in 


Master Panel 
Screening house panel in upper mill. All 
motors are controlled by this panel in se- 
quence from master control stations located 


at fourteen points throughout the plant. 

Motors are also arranged to be individually 

controlled by switches located at the top of 

the lower panel. This panel closes secondary Modern remote control installation re- 
sequence to lower mill when the last motor 

on this panel starts. Thus the conveyors are duces time lost due to shut-downs at the 


cleared before fresh rock comes in from the Logansport Ind plant of the France 
primary mill. 1; a S Cc 
ime an tone Lo. 











Signal System 


Sirens are used throughout the plant for 
signal calls and for sounding alarms. 


Secondary Panel 


Lower mill panel, or secondary house panel which 
controls secondary crusher screens and stone con- 
veyors. This panel automatically starts machines 


when the last contactors close on the upper mill 
panel, 


Primary Crusher House Panel 


These magnetic panels control the operation of 
the 225 hp. quarry car hoist. 
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Everybody Sees It:--and believes it: 
this New JEFFERSON Plug Fuse Display 


Some NIGHT 
YOULL NEED FUSES 


— WJ » % 
: > ye 





Nearly everyone uses them—but few remember to buy fuses 
until the lights go out. Thus the 4-color lithographed Jeffer- 
son Display is a sure-to-be-noticed reminder of a need every- 
one knows will come sometime. 


In addition to selling Jefferson "Fuses for the Home" it cuts 
the cost and work—it being an easy-to-reach counter rack for 
your stock of improved Jefferson Fuses. 





Back view of the New Jefferson Dis- Note the Insulator Top of black 





ply Cua. tech te neatly The new Jefferson Fuse has an Insulator Top of porcelain, one poems tor emuniia teen 
stacked in the most convenient place of the best non-conductors known. Women customers welcome clear-mica window, which with spe- 
for quiet, cheap care of trade. this assurance that Jefferson Fuses are safe to change cially formed element and black top 
. shows at a glance the condition of 

the fuse. 


The top is black, the window of clear mica is large, and the 
elements specially formed—and for these reasons, a glance always 


ca tells whether a fuse is blown. ® 


This salesman which won't be missed or doubted, is supplied 
as part of the P-I Assortment (100 fuses of most common capac- 
ities) at $3.25—or the P-2 Assortment (200 fuses) at $6.25 net. 
Wholesalers have them. 


JEFFERSON ELECTRIC CO. 


1519 W. 15th Street, Chicago, IIl. 


JEFFERSON 


Ge FUSES FOR THE HOMER! 
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The New Type of Cable 


This cable has a core of No. 19 re- 
; bs . sistance wire, covered with layers 
ey ee ee ent a “ ss of felted asbestos and varnished 
Lead Sheath ™ : ae cambric insulations and is lead- 
Varnished Cambric SSS: jacketed. It weighs 160 Ibs. per 
“Insulation ie a ‘ 1000 ft. and is available in any 
Felted Asbestos : ee lengths. Cable larger than No. 19 
Insulation oo . x can be secured for outdoor installa- 

Resistance Wire . tions and heavier duties. 





HOTBED CABLE opens 
New Market 


among 


4 Florists, 

<4 Gardeners, 

< Nurserymen, 
Electric Heat 4 Truck Growers. 


Hastens Growth and 

Improves Quality 
Current consumption averages 2 to 24% kilowatt-hours per 
24-hour day per standard 3x6-foot sash in early spring in 
northern states. Various types of construction can be used; 
double-wall with insulation or single-wall with or without 
outside insulation such as 8 inches of cinders around and 
under the bed. Current consumption will depend upon con- 
struction of the bed. It is always desirable to bury and 
bank any bed. 


Any practical bed temperature can be_ selected and 
maintained, 55 to 60 degrees F. being the most common 
although for some plants as high as 85 or 90 degrees F. 
are used. Experiments with the new heating wire have 
shown that such hotbeds are practical even when manure 
is available, as quicker and more uniform growth results 
from the use of the beds. 


. 


vvueY 
How to Wire the Hotbed 


In constructing an electric hotbed, the lead-jacketed resist- 
ance wire is buried in the bottom of the bed in a series of 
parallel lines from 4 to 9 inches (usually about 7 inches) apart 
and looped at the ends of the box so that the wire is in one 
length. To maintain proper temperature, a thermostat con- 
trol is provided, with the sensitive bulb partially buried in the 
soil and partly protruding into the air, thereby taking into 
account the effect of the sun’s rays on the air in the bed. In 
a proper installation 60 feet of cable across 115 volts, or 120 
feet of cable across 230 volts (grounded neutral) will furnish 
400 or 800 watts respectively,—or 624 watts per foot. Each 
3x6-foot sash requires about 30 feet of cable, or 200 watts. 
After the wire is placed in position, about 5 or 6 inches of Illustrations through courtesy of ; 
rich earth is placed on top and the hotbed planted. the General Electric Co. oi 
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UBBELL 





1. Plugin 2 Twist 3. They’re locked 


protect the user against 


shock and fire hazard! 


@ Safety demands that the operator of electri- 
cal devices be protected against the dangers 
of shock and fire hazard. Most manufacturers 
have recently changed their equipment to 
prevent injury and loss of life. 


@ The Fire Underwriters recommend this 
protection. Many States require it by law. 


@ For years Hubbell Twist Locks...two, three 
and four wire grounded and polarized devices 
..have been accepted as standard equipment 
on high cycle and portable tools. Recently 
complete factories have been changed over to 
Hubbell Twist Locks because of safety. 


@ Twist Locks not only protect the user against 
hazards of shock and fire but provide a lock-fast 
connection that is impervious to kicks, jerks and 
vibration. The security of a direct electrical con- 
nection and the convenience of a separable con- 
nection are provided by the twist of the wrist. 


@ There is a two, three and four wire Twist 
Lock line to meet every problem. It is your 
protection against loss of time and loss of 
life. It is your guarantee of increased produc- 
tion and decreased operating costs. 


Send for complete Twist Lock information. 


HARVEY HUBBELL, INc. 
BRIDGEPORT, CONN. 








Hubbell Swist-lock Devices 





22 THE JOBBER’S[A)SALESMAN 





¥OUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 





Annual Outing of the Eastern Electrical Wholesalers Association 


Duer’s Whitestone Landing Park, Long Island, Aug. 22, 1931 


T. W. Kirkman, Irving Mersal, left Ralph Walsh and M. The Managing Direc- I. Cowen, treasurer, Of course the official 
Kirkman Engineering and L. Siegel of the Dowling of the Met- tor’s better-half, Mrs. and A. G._ Lichten- camera man was 
Co., was on the job Hobb Electrical Sup- ropolitan Device Julian Hawkes. stein, president, of there — E.E.E. (bet- 
collecting snap shots ply Co. were snapped Corp. are just taking Garfield & Elliott, ter known as triple 
of his friends, which beneath the _ spread- in the sights. are seen en route to E) Ellwood of the 
included all five hun- ing chestnut tree. the outing by boat. Youngstown Sheet 
dred of those present. and Tube Company. 


This group, mostly from the An example of up-to-date sales- 

Gertler Electric Co., are alleged manship, M. M. Becker and 

to be L. Arum, R. J. O’Brien, Norman Becker are convincing 

N. Gertler (the boss), B. R. M. M. Kalishman, Eastern Elec- . 

Barker and Sam Goler. Kneel- tric Supply Co., that it is ad- It’s ladies’ day on the green- 
M. C. Kliner and J. Rotheraine ing are W. J. Casey, Harry visable to place a nice large or- sward and here are Miss Yan- 
are the fortunate young men Goler and Edward Seligman. — der for goods of the Frank owitz, Miss Hodes, Mrs. Beller 
promenading with Miss Billy Adam Co. These aggressive and Miss Monyek, also from the 
Simpkins—all members of the salesmen simply won't take Eastern Electrical Supply Co., 
Garfeld & Elliott staff. “no” for an answer. Newark. 
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LISTS AT 
ONLY 


$8.50 


= 
COMPANY, Newburyport, Mass. 
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COMMERCIAL LIGHTING 


AW 


NA The new Inland plan for selling commercial lighting has 

“Mile already proven its popularity. Many Inland distributors 

\ ies now know the effectiveness of this business building pro- 
gram. 


If your organization has not as yet tied in with Inland's 
plan to sell commercial lighting to retail stores, write to- 
day and secure one of the beautiful portfolios describing 
this plan. 


The selling of commercial lighting to retail stores by 
your contractors is good business and it is easy for you 
to show your contractors how they can do it. 


Moderne Be sure to write for Inland's portfolio. 


IN 
we) Ce Inland Glass Works, Inc. 


CHICAGO 


‘N 
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Market for Electrical Supplies 


Compiled Monthly from Reports Made to THE JOBBER’S SALESMAN, by Wholesalers, on Market and 


Price Conditions for 22 Key Products. Numerals Indicate Number of Wholesalers Reporting in the 





Respective Territories. 










































































































































































| EASTERN STATES* CENTRAL STATES* WESTERN STATES* 
MARKET PRICES || MARKET | PRICES || MARKET PRICES 
COMMODITY Aug. 15 to General Aug. 15 to General || Aug. 15 to General 
Oct. 15 ua rrend 5 Oct. 15 Trend — | ; Oct. 15 Trend 
eee as ale ang ae oe ee PS | 
wo | Be | sg, e | >]. | |} & | ml g 
Sif ls leis i(Siisislcisislisisigicizis!s 
Liar => pi ae seh memarmsenian 1 9 | 13 | 0 | 17 | 5 ! 1 | 13 | 15 | 0 | 20 | l | 0 | 3 | 7 | 0 | 10 | 0 
juipmen ot 9 | 13 | | 8] ) 20 | | 7 
Poles and pole-line hardware........... 0| 6 CIE }10| 18] 2/17| 3] of 2] 1) 2) 10 gy 
Switehboards and aceessories................) 2) 12 15| 0} 2] 2] 0 5 | 25 “of 17| 4q a 7| 7| oli] 1 
Motors ¢ and control appar atus 4 6 | 16 | 0 19 | 2 0 | 11 | 21 | 0 | 24 | ie 0 7 8/0 1B a. 
Safety switches. . 3 6|25| 8| 1 | 28 | 2|| 5 18 | 10 | 0! 25 | 0 | 1 u4/ 5] 5/14] 0 
Wiring devices % 3 | 26 | 8 1 har | 12 | “€ 19 | 10 0/ 12| 14 | -2}10} 8| 0} 10) 9 
Conduit endl fittings . 7 | | 6 | Y | 27 | 5 ] 2/18 | 13 | 0 | 22 | 3 | 1 | 15 | 5 | 0 16 | 7 
Fuses........... s}23| 9| 1/26| 8|| 2/19] 12| 0] 23| 1]/ 2/12] 5] of 19] o 
R. C. wire and cable 5) | 29 | 6 | 7 | 15 ‘12 | 1 20 | 12 | 0 | 19 | 6 | 2/13 | 5 | 0 ul 7 
W. P. wire....... 2/10 | 24| 3] 15 12 |! of 8/25] of 1s}a|} 1| 8] 9] of 15] 3 
Lasigis 7 | 25 8 2|31| 2|| 3|22] 8| 0| 24] 1|| 1/16] 3| 0| 19] 0 
Industrial reflector 1/14/22] 0) 28| 3] 1/ija| of 2s] 0] of 5|14| of 19) 0 
Commereial lighting units 1f14}11| of19| 2|} 2/13/17] 0/22] 2] 0| 3|16| 0} 18] 2 
Reside ntial lighting waite. ve: 9 8 Tq0! 0 14 | 5 || “1| 6/19 “al 14 | 3 | 0 | & 7| oli 1 
Street lighting equipment. .. o| 1/10) 0} 7| 1{\ o| 2]22) 0/18) o| of 0, | 0 | o 
Heating appliances......... ra ast 18| 0|18 | 12 || 0 ~o| 8123| 0|22| 2|/ o| 5/1| o| | 5 
Motor driven appliances... ee 65 | 14 ~9/ 0/20| 3 3 mrtg 0 | 20 | 1 | 0}; 5/10) 0)10)| 5 
Fem ae ate ee tah ost 9| 4/26] 0/33| 0] 1/10/19] 0} 20| of} 1| 1/14] Of 16) o 
tadio...... “4{10/13| 0| of ial} 2| 6/a5| of | 7] o| 7| 7| oj 8| 6 
Flashlights and batteries... -.--s--| 7 | 16] 16 | of 20] 2] ofts|1s] 0] 25] 1] 1| 10/3] of) « 
Telephone equipment.............. ....} 0| 3/14] of 14] 3] Of} 1/15] of 12] 1] of 2} 3] oO} 5] o 
Storage batteries... | ol 5] 0] alwl1}o| ain| oll allo] i| sl o| si o 
| EASTERN STATES CENTRALSTATES } WESTERN STATES 
ALL 22 LINES COMBINED inate —__— | . — or 
Good | Fair Poor Good Fair | Poor Good | Fair | Poor 
Aug. 1h kek WA ....scce | | 16% | 43% 4% | 38% | 58% 3% == | 53% 
Same Period Previous Month............... i 13% ~ | 4 | 12% | 38% | 50% 5% | 39% | 56% 
Same Period Year Ago...... a wen cee Seal ; in ae x 42% =| 16% | 45% | 39% a 17% | 52% 31% 








*Eastern States include all between the Atlantic Coast and the eastern boundries of Ohio, Kentucky, Tennessee and Alabama; Western States 


include all between the Pacific Coast and the eastern boundries of N. Dakota, S. Dakota, Nebraska, Kansas, Oklahoma and Texas. 


States include all between. 


Central 








She 


Jobbers Salesman 


W. J. McLAUGHLIN, £ditor 





We 
Believe “‘That— 


1 Market determination is absolutely essen- 
tial and is the joint responsibility of the 
manufacturer and the wholesaler. 


2 Intensive selling must take the place of 
order taking. 


3 The manufacturer must recognize his 
wholesalers as partners, not as customers. 


Wholesalers must adopt a simple, but uni- 
form cost accounting system. 


5 The public utilities should merchandise 
under conditions which are not unfair to 
wholesalers and independent dealers. 


6 The formation of local and geographical 
groups of wholesalers is to the best inter- 
est of the industry. 


7 The electrical wholesaling industry has a 
splendid future ahead of it, provided its 
potential possibilities are fully realized. 











The Need for 


Uniform Accounting 


CCURATE knowledge of operating 
costs is absolutely essential to any in- 


dustry. For that reason many trade 
associations have adopted uniform account- 
ing systems which are especially adapted to 
their particular industries. In 1922, the 
N.E.W.A. adopted such a system for elec- 
trical wholesalers. In its case study work 
THE JOBBER’S SALESMAN has found that this 
system is not in general use by the indus- 
try. Why is this? 
The balance sheet of the N.E.W.A. sys- 
tem contains 51 separate accounts, the 
profit and loss statement 19, and the details 


of operating expenses 34. Upon inquiry it 
has developed that the smaller independents 
especially have found this amount of detail 
too costly and that many have adopted sys- 
tems of their own. These “home-made” sys- 
tems often fail to provide adequate data, 
especially on items of overhead expense. 
Hence, for our case studies we have adopted 
a simpler system as used in another in- 
dustry. 

Acting for various wholesaler associa- 
tions, including the N.E.W.A., the Policy- 
holders Service Bureau of the Metropolitan 
Life Insurance Co. has made a study of 
budgetary control as applied to wholesale 
houses. We are hoping the report of this 
survey will be presented at Cincinnati and 
that it will assist the proper committee in 
making a prompt revision of the 1922 sys- 
tem to meet present conditions. In this way 
the N.E.W.A. would perform a most con- 
structive work for the independent branch 
of the industry. 


Tools—A Line of 


Strategic Importance 


UR recent case studies of individual 
() wholesalers indicate that relatively 

few houses are aggressively pushing 
tools. We are at a loss to understand the 
general apathy toward this line. Electrical 
Contracting has compiled a list of nearly 
100. different tools used by contractors. 
Many of these tools are used by linemen 
and maintenance engineers as well as by 
contractors and wiremen. Also, industrial 
plants use electric tools in their production 
departments. 

Tools, therefore, can be sold to the elec- 
trical wholesalers’ present customers and it 
is far more profitable to increase sales to ex- 
isting accounts than to open new accounts. 
Today, with few exceptions, electrical con- 
tractors are going to hardware and mill sup- 
ply houses for their tool requirements be- 
cause their electrical wholesalers do not 
carry a complete tool line. There is an in- 
creasing tendency for these non-electrical 
houses to also handle electrical supply items. 
Therefore, by neglecting tools, electrical 
wholesalers are not only losing profitable 
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sales but are also playing into the hands of 
this growing competition on their supply 
lines. Why not stock and push tools so the 
electrical contractor will have no occasion 
to establish relations with these non-elec- 
trical wholesalers? 


*K * 2K 


The New 15c Lamp 
and Free Renewals 


HE announcement of a new 30 watt 
te lamp for the home which 

lists at only 15 cents again brings up 
the question of free lamp renewals. There 
may have been some excuse for free renew- 
als when lamps cost 35 cents or more apiece. 
But today will Mr. Consumer suffer the in- 
convenience of empty sockets when he can 
fill them for only 15 cents each? We be- 
lieve not. 

The practice of free lamp renewals by cen- 
tral stations is a relic of those prehistoric 
days when the public had to be bribed 
through subsidies to use electric light. Why 
does the industry allow this archaic policy 
to persist? Why do the Mazda lamp manu- 
facturers spend large sums in sales promo- 
tional plans for their A and B agents and 
absolutely control their sale of lamps by a 
policy of consigned stocks, only to turn 
around and sell lamps outright on CE con- 
tracts to central stations who either give 
lamps away or offer them on concessionary 
terms to their consumers? How can these 
manufacturers expect their agents to com- 
pete against such conditions? 

Here and there local groups have unsuc- 
cessfully attempted to correct this evil. 
The would-be reformers have been told that 
many local franchises compel utilities to 
give away lamps and that the lamp manu- 
facturers are helpless. Is it impossible to 
change or modify franchises? Cannot pub- 
lic opinion be aroused over the unfairness of 
the situation as it now exists? | 

This is a national problem. The electrical 
wholesaler is better equipped to do a real 
job of distribution for the lamp manufac- 
turers than anyone else in the electrical in- 
dustry. Likewise, he is the greatest loser 
from free renewals. Therefore, electrical 
wholesalers are the logical group to take 
the initiative in a national movement to se- 


cure fair play in the distribution of lamps. 
The N.E.W.A. offers the vehicle. The Cin- 
cinnati meeting next month offers the op- 
portunity. 


The New Order 
of Wholesaling 


OT so long ago the average whole- 

saler handled a single line of com- 

modity. The drug wholesaler sold 
nothing but drugs, the hardware house car- 
ried only hardware items, and so forth. 
Each was strictly a commodity wholesaler. 
He sold his particular commodity to all 
types of customers. Consequently, he had 
on his books a large number of accounts 
and the majority of them small because 
their requirements for that commodity were 
limited. All of which made for high selling 
and operating costs. 

But all this belongs to the old order of 
wholesaling. Today the successful whole- 
saler is an industry wholesaler rather than 
a commodity wholesaler. The drug house 
handles many non-drug items sold by the 
modern drug store. We have two distinct 
groups of hardware wholesalers. One group 
sells not only builders hardware but many 
other items used in modern construction. 
The other group sells hardware retailers 
the wide line of merchandise now carried 
by hardware stores. The mill supply whole- 
saler sells all kinds of supplies and equip- 
ment used by industrial plants. As a result 
these industry wholesalers have reduced 
their selling costs. They sell to fewer cus- 
tomers but they have increased the size of 
their average account and, consequently, 
their profits because they sell more merchan- 
dise to each customer. 

The successful electrical wholesaler is 
likewise an industry wholesaler. He caters 
either to electrical contractors, to retail deal- 
ers or to industrial plants, large commercial 
buildings and public institutions. He carries 
as many commodity lines as he can profit- 
ably sell to his selected industry. 

THE JoBBER’s SALESMAN Plan offers a prac- 
tical method by which the electrical whole- 
saler can get in step with this new order 
of wholesaling. 
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NEws 


from the Wholesale Field 





Milwaukee League Endorses 
Plan 

The Electric League of Milwaukee 
opened its fall and winter season 
with a dinner at the Hotel Schroeder 
on September 11. The principal event 
of the evening was the chart-talk on 
THE JOBBER’s SALESMAY Plan by E. 
T. Rowland. The Plan received en- 
thusiastic endorsements from _ not 
only wholesalers, but also contract- 
ors, dealers, central station and tele- 
phone executives, and bankers who 
were in attendance. 

Milwaukee is the 15th city in 
which Mr. Rowland, marketing coun- 
selor of THE JopBer’s SALESMAN, 
has presented his address on the 
Plan. 

a ae 


Trade Practice Conference 
for Electrical Wholesalers 
The Federal Trade Commission 
will hold a conference with electrical 
wholesalers at Starrett’s Netherland 
Plaza, Cincinnati, O., on November 


11, 1931. 


hone JOBBER’S SALESMAN maintains men in the field, it sends out 

monthly “what’s the news sheets” to every wholesaler and it gladly re- 

ceives voluntary news contributions and snapshots from wholesalers and 

their salesmen. All this enables it to reflect from month to month the per- 

sonal element in the industry. Your co-operation is solicited in making this 
human side of the magazine more interesting 


The purpose of the conference is 
to have the industry consider and 
submit to the Commission for action 
under its established rules and pro- 
cedure suggested resolutions having 
to do with important trade problems 
and designed to promote fair practice. 

At least 27 resolutions will be sub- 
mitted, and among the practices pro- 
posed for discussion will be the fol- 
lowing: interference with a competi- 
tor’s business; selling goods below 
cost; price discrimination ; commer- 


cial bribery ; and secret rebates. 
* ok Ox 


Tri State in New Home 

The Tri State Electric Co., Sioux 
Falls, S. D., on September 1, moved 
to 407 E. Eighth St., in the same 
city. The building is of fireproof 
construction and offers more space 
for the warehouse, display rooms 
and offices which are equipped with 
very fine lighting facilities. The ship- 
ping department is in the same build- 
ing, therefore, the customers can be 
given better and quicker service at 
all times. 





E.E.W.A. Increases Initiation 
Fee 
The increasing benefits to be de- 
rived from membership in the 
E.E.W.A. justified, in the opinion of 
its executives, a higher initiation fee. 
Consequently an increase in this fee 
to $250 has been announced, effec- 
tive from September 1. 
.- « 


Westinghouse Takes Over 
Mann 
The Westinghouse Electric Supply 
Co., on August 15, took over the 
business of the Mann Electric Sup- 
ply, Columbia, S. C. 
“2 


Carter Purchases Wholesale 
Electric 

The C. H. Carter Co., Sacramento, 
Calif., recently purchased the Whole- 
sale Electric Supply Co., Stockton, 
Calif., and will consolidate the stock 
and business of that company with 
that of the Carter branch at Stock- 
ton. E. E. Devoe is the manager of 
the branch store. 








Annual Fall Convention 


National Electrical Wholesalers 


Association 


Starrett’s Netherland Plaza Hotel, Cincinnati 
NOVEMBER 9 TO 13, 1931 
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Outboor Flush 
Receptacle 


— Permanent 
ae Weafherproot 































No. 7792 
















1 ecsidences 





thn 
peer wae ‘Clippers, 


Outdoor yee amen 








PROVIDES a permanent Convenience Outlet for plugging-in out- 
door lighting connections or appliances. Saves the general nuisance 
of temporary wiring from the inside. Sturdily designed to weather 
the action of rain, snow, ice and continuing dampness... The finish— 
cadmium on brass— defies rust and corrosion. When not in use, a metal 
cap screws over receptacle opening for protection from weather. When con- 
nected, the standard attachment plug cap is covered with separate metal cap 
(No. 7793) which screws onto flush plate. A rubber mat fitting under the plate 
completes the weatherproofing. @ For Christmas lighting of evergreen trees, for 
decorative lighting of lawns, for porch lamps and electric appliances used areend 
recommend to your customers No. 7792 for convenience and permanence. 


Arrow ELECTRIC DIVISION 


THE ARROW --HART & HEGEMAN ELECTRIC Co. 
HARTFORD,CONN. 
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E. A. RINGENBERG is now on the 
sales force of the J. J. Koepsell Co., 
Sheboygan, Wis. 


Tue CHicaco branch of the Gen- 
eral Electric Supply Corp. has added 


the following men to its sales depart- 


ment: J. H. Mendenhall, R. D. 
Duthie, J. H. Petelle, Jr., and W. J. 
Moore. 


OLIVER PrarfF has joined the sales 
staff of the Westinghouse Electric 
Supply Co., Newark. 


Murry SatTutsky and Harold 
Lieberman are new members of the 
sales staff of the Hobb Electric Sup- 
ply Corp., New York. 


J. F. TuRNER has been transferred 
from the Atlanta, Ga., branch of the 
General Electric Supply Corp. to 
Jacksonville, Fla., where he will 
cover the Miami territory. Mr. Tur- 
ner succeeds Robinson Farmer in 
this territory. 


Tue New Orteans, La., branch 
of the General Electric Supply Corp. 
has employed T. F. Hall as a sales- 
man. 


E. M. Hayman, for 12 years with 
the Chas. W. Leveridge Co., New 
York, is now covering New Jersey 
and New York City for Turtle and 
Hughes, Inc., New York. 


Two New men, A. C. Bliss and 
B. Shaw, have joined the organiza- 
tion of the R. T. Carr Sales Co., 
Spokane, Wash. Mr. Shaw is selling 
washing machines and Mr. Bliss is 
manager of the newly organized 
welding supply department. 


Rogpert A. JOHNSON has been em- 
ployed as counter man by the Ensign 
Electric Supply Co., Minneapolis. 


E. E. MAcFaranp has been add- 
ed to the sales force of the Standard 
Supply Co., Portsmouth, O. 


THe C. H. Carter Co., Sacra- 
mento, Calif., has employed John 
Zdarsky as counter salesman at its 
Stockton store. 


Hotitoway, Bentz & Co., INc., 
New York, has added Wallace S. 
Chugg and Arthur S. Cobb to its 
sales force. Prior to their affiliation 
with this house, these men were con- 
nected with Crannell, Nugent and 
Kranzer of the same city. 


KENNETH KLopp has been em- 
ployed as a truck driver by the Tri 
State Electric Co., Sioux Falls, S. D. 


Stusss Exectric Co., Portland, 
Ore., has added Mr. Rohan to its 
sales force. 


HERBERT CLIFFORD, formerly with 
the Lynn branch of Arvedon Bros., 
Inc., is now on the sales staff of the 
Gard Electric Supply Co., Inc., Lynn, 


Mass. 
x ok * 


Jobbers’ Sales Activities 


Unitep Etectrric Co., Wichita, 
Kans.—Westinghouse vacuum clean- 
ers are being stressed by the sales 
force of this house. 


GENERAL ELECTRIC SUPPLY CorpP., 
Chicago—This house is beginning a 
sales campaign on washing machines 
and radios. 


CaBeLL Exectric Co., Jackson, 
Miss.—This jobber is stressing ra- 
dio in its present sales campaign. 


WESTINGHOUSE ELECTRIC SUPPLY 
Co., Baltimore—‘Mazda” lamps are 
being emphasized by the sales depart- 
ment of this wholesaler. 


Syracuse SurPLy Co., Syracuse, 
N. Y.—The sales force of this house 
is concentrating on the sale of radios. 


SAGER ELectric Suppty Co., 
Boston—“Magic Maid,” the combi- 
nation beater, mixer and extractor, is 
being stressed in the sales campaign 
of this house. 


PENN ELEctTRIC ENGINEERING 
Co., Scranton, Pa.—This wholesaler 
stressed vacuum cleaners in its cam- 
paign last month. 


WESTINGHOUSE ELECTRIC SUPPLY 
Co., San Francisco—This house is 
having its sales force concentrate its 
efforts on Westinghouse refrigera- 
tors and washing machines. 


STANDARD Suppty Co., Ports- 
mouth, O.—Vacuum cleaners are be- 
ing featured in the sales activities of 
this company. 


WESTINGHOUSE ELEcTRIC SUPPLY 
Co., Dallas, Tex.—This house is very 
well satisfied with its sales campaign 
on Westinghouse vacuum cleaners. 


Hotitoway, Bentz & Co., Inc., 
New York—This wholesale house 
is devoting its sales efforts to 
“Eveready” flashlights and Hammond 
electric clocks. 

eee 
Changes in Personnel 


Ralph T. Robison has been ap- 
pointed appliance sales promotional 
manager at the General Electric Sup- 
ply Corp., Scranton, Pa. 





Claude Matthews, manager of the 
Graybar Electric Co., Milwaukee, and 
L. G. Mockenhaupt, right, western man- 
ager of Harvey Hubbell, Inc., certainly 
seem to be quite cool and comfortable 
at Mr. Mockenhaupt’s summer home at 
Lake Geneva, Wis. 
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NOW, p With These New and Distinctive 


Model 28—Utilitarian 
Portable Applicator 
Old Brass, Retail List $36.50 








BENJAMIN 
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Sunlight Fixtures 


Get M a5 R E es ® ia 
Ultra-Violet Sales 


Made Especially for 
the New S-2 Mazda 
Sunlight Lamp . 


Nationally Advertised 


to the home, to physicians, to business and 
industry, and to the trade. 


A Tremendous Market 


including homes, offices, hospitals, gymna- 
siums, hotels, solariums, clinics, beauty 
shops, industrial rest rooms, swimming 
pools, indoor playgrounds, etc. 


At these new low prices these fixtures are 
within the reach of millions who need and 
want the vitality maintaining benefits of 
ultra-violet rays. 


ae fe lye fe 


These new Benjamin Electric Sunlight 
Fixtures have an irresistible style appeal 
and distinctive features of construction that 
will make big sales and profits for you in 
this rapidly growing market. Use the cou- 
pon to request full information on “More 
Ultra-Violet Sales.” 


—~ 


yesteo AND 


We have aubenited one of these Gacures to ° 








BENJAMIN ELECTRIC MFG. CO. 


General Offices and Factory: 


Des Plaines (Chicago Suburb) Illinois 


NEW YORK 
247 W. 17th Street 





Divisional Offices: 
CHICAGO SAN FRANCISCO 
111 N. Canal Street 448 Bryant Street 





Model 26—Utilitarian 
Ceiling Fixture 
Ivory, Retail List $26.50 





Model 27—Utilitarian 
Wall Fixture 
Ivory or Old Brass, Retail List $27.25 


BENJAMIN ELECTRIC MFG. CO. 
Sales Promotion Dept., Des Plaines, Ill. 


Please send me information on your Sales 
and Profit Plan, ‘‘More Ultra-Violet Sales.” 


Name 




















c Mercury e -/ungsten 
An rr Filament 


Oxidized 


Aluminum Cap 


The New Type S-2 
Mazda Sunlamp 


The new S-2 Mazda sunlamp makes possible general 
illumination from an ultra-violet source. Endorsed by 
the medical profession and backed by a strong national 
advertising campaign, fixtures and portables using this 
lamp offer wholesalers a most unusual sales opportunity 


OTH artificial sun- 

light and general il- 

lumination can now 
be obtained from a single 
lamp, the new S-2 Mazda 
Sunlamp. A_ cooperative 
national advertising cam- 
paign, starting this month 
in the Saturday Evening 
Post, Colliers and other 
magazines will introduce to 
the public new lines of fix- 
tures designed especially 
for this lamp by leading 
manufacturers. 

These new lines, which 
include table lamps, floor 
lamps, wall brackets and ceiling fixtures, offer tremen- 
dous possibilities to electrical wholesalers and_ their 
salesmen. The market is practically unlimited. Table 
and floor lamps, especially, should prove most popular 
holiday items. Older types of sunlamps were purchased 
largely for curative purposes and their sale was, there- 
fore, limited. Every lighting outlet, on the other hand, 
offers the possibility for the sale of one of the new 
lamps because they also provide general illumination. 

The home market, reached by the wholesaler through 
selected retail dealers, offers the greatest opportunity 
for holiday sales. While suitable for every room in the 
house, the type S-2 lamp will, undoubtedly, prove most 
popular for reading lamps and for ceiling and wall fix- 
tures in bedrooms, bathrooms, children’s playrooms and 
sun porches. 


Electric Mfg. Co. 


In every territory hundreds of prospects exist in the 
commercial field. In the industrial field a combination 
of artificial sunlight and modern air-conditioning will 
entirely eliminate windows in many plants, thus reduc- 
ing construction costs and improving working condi- 
tions and, therefore, quality or products. 
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Utilitarian Wall Bracket with Adjust- 
able Reflector designed for use with 
Type S-2 Sunlamp by the Benjamin 


offers 


Unlinited Possibilities 


Artificial sunlight is needed everywhere, 
at home, at work and at play. Even on 
bright days the haze of smoke, soot and 
dust which hovers over our cities filters out 
the invisible ultra-violet rays which nature 
intended should be furnished us by the sun. 
Ordinary window glass does not transmit 
these rays. As a result our bodies are suf- 
fering from “ultra-violet starvation.” This 
condition is now remedied by the new S-2 
Sunlight lamp. 

Like its predecessor, the S-1, the new S-2 
lamp has two sources of energy. The first 
is a tungsten filament similar to that of a 
regular Mazda lamp which provides visible 
light. The second source is mercury vapor 
produced by a mercury arc between two 
electrodes and a pool of mercury in the 
bottom of the bulb. 
This mercury arc 
produces the ultra- 
violet rays and a 
bulb of special glass 
allows the rays to 
pass through. 

Because of its glare the S-1 
lamp could not be used for gen- 
eral illumination. With the S-2, 
however, a hemispherical cap of 
aluminum is placed over the 
lower part of the bulb which re- 
duces the glare to an unobjec- 
tionable amount. This cap also 
raises the temperature within the 
bulb and this results in more 
ultra-violet radiation per watt. 
Both lamps operate at 35 volts. 
It is, therefore, necessary to in- 
clude an air-cooled auto-trans- 
former as an integral part of the 
fixture. This transformer is 
usually located in the base of 
portable lamps or in the canopy 
of ceiling and wall fixtures. 

While the S-1 lamp, including 
transformer, consumed approxi- 
mately 450 watts, a complete S-2 





Sunlight Floor Lamp 
offered by Benjamin 
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unit requires only about 175 watts. In spite of the lower 
current consumption the new lamp produces only 25% 
less ultra-violet radiation. 

No extensive knowledge of therapeutics is required 
to sell sun lamps. Both the wholesalers’ salesmen and 
the dealer, however, should have a clear conception of 
what is meant by ultra-violet radiation. 

In the sun’s spectrum the band of radiation above 
the visible light waves is called ultra-violet (beyond the 
violet). That part of the ultra-violet spectrum next to 
the violet is known as the “near” ultra-violet, then the 
middle portion is known as the “middle” ultra-violet 
while the portion beyond this is called the “far” ultra- 
violet. 

These rays are measured by the Angstrom unit which 
is one ten-millionth of one millimeter in length. The 
“near” ultra-violet covers a band extending from 3900 
to 3100 Angstrom units and is that portion which is 
transmitted by ordinary glass in varying amounts and 
which affects a photographic plate. The “middle” ultra- 
violet extends from 3100 to 2800 Angstrom units and 
embraces the so-called “vital rays” that are essential 
to health maintenance. The “far” ultra-violet extends 
from 2800 Angstrom units downward to the soft X- 
Rays and is germicidal in its action and is useful for 
sterilization purposes. These short rays in sunlight are 
screened out by the atmosphere and are very injurious 
to the eyes. 

Mazda sunlamps concentrate their effectiveness on 
the “vital” rays. The special 








Table 


Sunlight 
Lamp designed by 
Wakefield 








New Sunlight 
Ceiling Fixture by 
Curtis Lighting 





enza are more prevalent in the seasons and regions of 

reduced quantity and deteriorated quality of sunlight. 

Artificial sunlight improves resistance to common 

colds. Physicians have shown that ultra-violet radiation 

actually decreased the number of colds in a group sus- 

ceptible to them by 40% compared with a similar group 
not irradiated. 





glass used in the bulbs effectively <——————_— 


Too long an exposure to earlier types 





filters out these dangerous “far” 
rays. 

Just what beneficial effects do 
these “vital” ultra-violet rays 
have on the human body? They 
reproduce vitamin D, the sun- 


ie : Homes— 
shine vitamin, which promotes Reading Lamps 
proper bone growth and blood Play Rooms 
content, resistance to disease and Sun Rooms 
general well-being. This vitamin, Bedrooms 
as far as is known, originates Bathrooms 
only under the influence of ultra- | Barber Shops 
violet radiation. | Beauty Parlors 

Thus, artificial sunlight is es- | Bowling Alleys 

| Clubs 


sential for the proper bone de- 
velopment of growing children, 





Thousands of Prospects 
in Every Community 


Doctors’ and Dentists’ 


of sunlamps, especially those employing 
carbon arcs, which did not filter out the 
“far” rays, resulted in many serious cases 
of ultra-violet burns. Consequently phys- 
icians discouraged the use of sunlamps 
generally in the home. It was far safer, 
they believed, to have all treatments 
given under competent supervision in 
their own offices. 

For the past year and a half the lamp 
manufacturers have been presenting the 
merits of the Mazda sunlamp before 
| leading medical and public health asso- 
| ciations. As a result the medical profes- 

sion, in general, is now sold on the type 

S lamps as being safe for general home 


. Offices 

especially where they are de- Handball and Squash use. - 
prived of plenty of outdoor sun- Cone The cooperative advertising compaign 
shine. The greatest possibilities, Hockey Arenas will include six leading medical journals. 
however, lie in the sale of sun- Hospitals | Thus thousands of physicians in all parts 
lamps‘for the promotion of gen- Hotels | of the country will be led to endorse and 
eral health and the prevention of Industrial Plants | recommend Mazda sunlamps for use in 
infection such as common colds. Institutions | the home. 

During the winter months Nurseries | Wholesalers’ salesmen have a most un- 
human beings are confined in- Offices | usual opportunity. Here is a new prod- 
doors almost entirely, and hence Orphanages | uct introduced by a strong campaign of 
receive practically no sunshine. Poultry Houses | national advertising and endorsed by the 
It is believed by many authori- —- | medical profession generally. The final 
ties that the lack of vitalizing | Genes | quarter with its holiday business is al- 
ultra-violet rays is partly re- | Swimming Pools ready here. All salesmen are starting 
sponsible for physical weakening 700s from scratch. Who will be the first in 


which makes inroads of illness 
ind disease much easier. Com- 
mon colds, pneumonia and influ- 
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each territory to line up the livest deal- 
ers and to approach the best commercial 
prospects ? 
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Attention Wholesalers! 
Your 
Market 
Determination 


Charts 


Are Now Ready 
 @ 








RESALE MARKET Survey CHART 
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Chart No.1 
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oT Fine | CONTRACTOR MARKET CONTROL CHART 
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OMPLETE sets of the Number 


1 and Number 3 charts covering 


which the wholesaler records his prog- 
ress by markets and commodities is 
the four markets (Resale, Contractor, 12” x 24”. 
Industrial, Commercial) as described 


in “THE JOBBER’S SALESMAN 


Plan for Market Determination and 


The price for a complete set of 8 
charts (two for each of the four mar- 
kets) is $1.00. Separate charts are 15c 


Market Development” are now ready 


for distribution. 


The Number 1 Survey chart which 
the wholesaler is to fill out and send 


to his manufacturers is 12” x 12”. 


The Number 3 Control chart on 


each, with a minimum order of $1.00. 
The Number 2 Product chart should 
be furnished to the wholesaler by his 


supplying manufacturer. 


Wholesalers are requested to send 


their remittance with order. 


“She Jobber’ Salesman 


520 N. MICHIGAN AVE. 








CHICAGO, ILLINOIS 
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CHRISTMAS MERCHANDISE 


SECTION 


PLANNED SELLING 


HRISTMAS 
C lighting is the 
foundation on 

which we build busi- 
ness for the entire line 
of electrical goods sold 
during the holiday 
season. Those multi- 
colored lights are the 
signals that flash to 
the brain of Mr. Av- 
erage Citizen the fact 
that now is the time to 
do the annual Christ- 
mas shopping. 

In the homes of the 
staff of Langdon & 
Hughes you will find Christ- 
mas decorative lighting in- 
stalled about November 
twenty-fifth. Passersby stop 
and look, then as most people 
are followers, they begin 
stringing lights of their own. 

In Utica the city cooperates 
with local merchants by plac- 
ing red and green globes over 
the street lights in the busi- 
ness section. The central sta- 
tion awards prizes for the best 
displays of decorative light- 
ing with the result that there 
is considerable rivalry among 
the householders of Utica in 
creating elaborate lighting 
displays. Central station em- 
ployees also help the 
movement by placing 
decorative lighting 
around their own 
homes early just as do 
employees of the elec- 
trical dealers and 
wholesalers. Each 
year we find it possi- 
ble to sell more flood- 
lights in addition to 
the usual colored 
lamps. 

Decorative lighting 
is the first item with 


Dealers are persuaded to 

include mixers and juice 

extractors in their holi- 
day orders 


86 


Moves 


Christmas 
Merchandise 


JAMES A. HUGHES 


Sales Manager, Langdon & Hughes Electric Co., 
Utica, N. 


a 


. There are too many items of Christmas 
Merchandise to be sold in one call. There- 
fore a series of sales presentations is 


planned. 


. Decorative Lighting is featured first be- 
cause early lighting displays stimulate 
Christmas buying on other electrical lines. 


. Wholesaler employees decorate their own 
homes by November twenty-fifth. 


. Wholesaler newspaper advertising features 
the names of retail dealers. 


. Displays of special items too expensive or 
unusual to be stocked by the retailer are 
maintained by the wholesaler. Deliveries 
on such goods are made through the 


retailer. 





which we approach 
the electrical dealer 
on our Christmas sell- 
ing program. This is 
because decorative 
lights make the public 
Christmas-minded. 
We place our or- 
ders for Christmas 
merchandise in July 
and August so as to 
aid our manufactur- 
ers in estimating the 
demand. This does 
not mean, however, 
that we do not order 
more later, the initial 
order is merely to serve as a 
guide for the sources of sup- 
ply. Usually they are prepared 
to give us last minute ship- 
ments, but it is only fair to 
give them the help that we in 
turn expect from our custom- 
ers, in the way of placing or- 
ders early. 
We do not attempt to sell 
a dealer his entire Christmas 
requirements in one call. An 
attempt to do this is resented 
by the customer. He is apt to 
become irritable and consider 
that we are trying to “play 
hog” with the business. More- 
over, the salesman cannot pos- 
sibly do justice in any one call 
to the whole line that 
a dealer should stock 
for his Christmas 
trade, 


Our Christmas sell- 
ing program consists 
of a large number of 
calls beginning in the 
fall of the year, with 
delivery of goods to 
take place from No- 
vember Ist to 15th. 
As an inducement to 
place orders, Christ- 
mas goods are billed 
as of December 10th 
on these early orders. 

Following the first 
call to sell decorative 
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CHRISTMAS MERCHANDISE SECTION 






orative lighting field, and though 
the prospect may have a set stored 
away from last year the more 
elaborate displays will tempt him 
to add to last year’s string. 

Many special electrical items are 
too expensive for the average 
dealer to stock. Grandfather clocks 
of exclusive design, expensive per- 
colators and other oddities. If the 
customer is looking for something 
of this kind the dealer will refer 
him to the display rooms of Lang- 
don & Hughes as we keep a stock 
of those specialties on display. 

Our windows feature these 
goods and people passing by stop 
to examine them. We take orders 
from anyone and have the goods 
delivered through the customer’s 
preferred retailer. 

Newspaper advertising is an- 
other form of cooperation we give 
our dealers. On some of the major 
appliances it is customary for the 






A complete installation of decorative 
home lighting should include floodlights 



























Planned selling includes getting dealers 
to install their Christmas windows early 


lighting we feature electric trains 
and toys. Then we follow with 
other items popular as electric gifts 
such as clocks, irons, percolators, 
toasters, waffle irons, small mixers, 
and other home conveniences. 

Take an iron, for instance. Al- 
most every housewife has an elec- 
tric iron at the present time, but 
the saturation of irons is not to be 
taken as an indication that the sale 
of them will be light. 

If irons are talked and dis- 
played, the housewife will have a 
chance to see that the new ones 
are far superior to the old one she 
has been using for a number of 
years. There is a trimness of lines 
in the new iron that is intriguing. 
There is perhaps an automatic heat control that makes manufacturer to pay 50%, the wholesaler 25%, and 
work quicker and easier on the heavier pieces and safer the retailer 25%. This is a year around proposition 
for the dainty things. She sees a demonstration, a hint but is especially featured at Christmas time. 
is passed, and the sale is made. We expect a good sale of Christmas merchandise this 

Then there is a new market for juice extractors among year, despite the fact that orders are not coming in as 
people who loosen their purse strings at Christmas time. fast as in former years. We believe this is due to caution 
The fact that the extractor is considered a luxury by on the part of the retailer, rather than to a lack of pur- 
many makes it most suitable as a Christmas gift. The chasing power. We expect a last minute rush this year 
same logic applies to many other electrical items that and are prepared with an ample stock to supply this 
have the greatest sale at Christmas time. demand which we believe will appear as the season gets 

Improvements are constantly coming out in the dec- well under way. 
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CHRISTMAS MERCHANDISE SECTION 


This unique and colorful window display is 


offered by Lionel 


7 


Practica methods 
successfully used by retailers in sev- 
eral cities are combined into a com- 
plete sales plan which wholesalers’ 
salesmen can offer their dealers 


How Live Dealers SELL 











A Sales Plan for the Retailer 


. Put in stock and display booth early and carry a full stock all sea- 
son. Insist on a stock arrangement that will insure easy handling 
for sales people and prevent damage and waste. 


. See that each and every item, both in stock and display, is plainly 
marked as to catalog numbers and prices. 


. Wire up the demonstration booth or table so that connections can 
be made easily and quickly without fumbling and delay. When a 
number of sets are in use this feature is invaluable when changing 
from one to another. 


. Keep all demonstration items in tip-top working order every minute, 
with all lights burning and connections tight. Put a railing around 
the booth where trains are running to prevent small children from 
pushing or dragging sets and accessories off the tracks. 


. Train all salespeople so they can sell the sets confidently and answer 
questions intelligently. 


. Use mailing list (if none on hand, make one) and notify every pros- 
pect in territory that you are selling trains, also urge those owning 
sets to inspect them and bring in defective engines and accessories 
for early repair. 


. Hand everyone who comes into the store a train circular or a cata- 
log. Most factories have a second cheaper edition which can be 
given away in quantities. Ask all prospects to come in and make a 
selection before the rush. 


. Sell extras to people buying sets whenever possible. Many of these 
are sold later in the season, but the time to get them in the habit is 
when the original sale is made. 


. Show customers how small sets can be mounted on wall-board and 
moved around the house. Some dealers offer mounted sets at extra 
expense. 


. Send out a letter December 25 to all who have purchased sets. Offer 
service and advice to all who need it and ask if they need more track 
or accessories. 


. Do not stop selling trains and accessories December 24; keep stock 
available and catch the January and February buyers. 


. Offer three prizes for the best layouts made with sets bought in your 
store, decision to be made in January from photographs furnished 
by contestants. 











Electric 
‘Trains 


By Coit A. (DUKE) SMITH 


Field Editor, THe Jopper’s SALESMAN 


as a money making item for electrical 

wholesalers, I decided to secure first- 
hand information on methods used by success- 
ful wholesale salesmen and their dealers. I 
also wanted to learn what their difficulties were 
and why so many dealers failed to do more 
train business. 

My first trip was with salesman “A,” a re- 
sale specialist in a town of 150,000. He knew 
how trains should be handled by the retailer 
and was starting out early to line up his dealer 
accounts, 

Our first prospect was the toy section of a 
big department store. Here we learned how it 
should not be done. The buyer was friendly 
with “A” but mighty independent. Sugges- 
tions calling for extra stock and additional help 
were not exactly welcome. He bought spar- 
ingly because he had a lot of stock left over 
and would do nothing in the way of advance 
advertising or display. 

I visited this store again early in December 
when the display was in full blast, and was 
astonished to note the tremendous loss of sales 
due to slipshod handling all down the line. 
Their train booth was large enough but was 
poorly arranged both for stock and display. 
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sories were all kept 
below and a fine mess 
it was. The electric 
connections consisted 
of a tangled mass of 
lamp cord and old 
style plugs. There was 
continuous fumbling 
and fuming on the 
part of the demon- 
strators. Defective 
signals and track were 
thrown in with good 
stock causing the 
clerks to make as 


many as half a dozen trips to find the right item. 
Tools and junk were strewn among the oper- 
ating sets.on the counter, only a small percentage 
of the signals were working and burned out lamps 
remained in cars, engines and light standards in- 
definitely. Catalogs and circulars were nearly all 
soiled from being piled helter-skelter down below. 
The man in charge of the booth knew all about 
the trains but his temporary assistants, recruited 
from less busy counters, knew less than nothing. 
Although the heaviest buying was to come, the 
stock of lamps was depleted and “A,” helping in 
the booth, turned down 53 customers in one day, 
and few asked for only one lamp—most people 
wanted from three to twelve. At 30c each, “A” 
estimated that $60 a day walked out of this de- 


Track, sets and acces- 
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A compact, attention-getting 
display for use inside the 
store 


Another window display that 
will make even the grown- 
ups stop and look 








partment for 11 straight days. This means that 


many of these people bought not only lamps but acces- 
sories and sets elsewhere. This is the negative side. 
Salesman “B” took me to electrical dealers, hardware, 
drug and music stores, all in a city of 800,000. One 
straight electrical dealer had done a nice job, partly on 
his own initiative and partly as a result of “B’s” sug- 
gestions. His booth was attractive and showed in opera- 
tion the astonishing total of 14 sets. Moreover, it was 


intelligently wired for 
demonstration and the 
changes were made 
instantly. 

This man kept good 
lamps in all the dem- 
onstrator items and 
had a railing around 
the booth which pro- 
tected the running 
trains from the depre- 
dations of small chil- 
dren. He stated that 
before the railing was 
installed, salesmen 
and customers were 
embarrassed and hin- 
dered by the frequent 
derailing of the big 
de luxe set which ran 
around the outside 
track. Following up 
this idea, all tracks 
and signals were firm- 
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Questions Frequently Asked of 
Dealers’ Salesmen 


- How old should a child be before he can 


be trusted with an electric train? 


. Can one get a shock from these outfits? 
. Will it blow the fuses and put out my 


lights? 

Doesn’t it take an awful lot of current? 
Can I run it off my radio battery? 

Can I run it direct from the light socket? 
Why do I have to have a transformer? 


. Will your make of track fit any train? 
- How many lights and signals can we put 


on this outfit? 


. How long will the motor last? 

- How many extra cars will the engine pull? 
. Is there any guarantee? 

- Can I trade in my old set? 

. Can I buy an engine from one set and cars 


from another? 


. Why do my lamps burn out so quickly? 














ly fastened down so they could not be tampered with. 

In the next place, an up-to-date hardware store, one 
of each set and accessory was on display in the glass 
enclosed appliance wall cases and every item in the whole 
stock was plainly marked with the price and catalog 
number. This dealer believed his clerks should have a 
working knowledge of electric trains. He had carefully 
listed the stock questions asked by prospects. This list 


was furnished all employees, who were 
required to take lessons from the man 
in charge of the train counter until 
they could sell intelligently during 
rush hours. 

Salesman “C” took me to a music 
house where the store manager was 
using the best system of early display 
and good advertising that I saw any- 
where during this survey. First, every 
prospect on the general mailing list 
received, on October 10, a well worded 
letter advising that an unusually com- 
plete stock of trains was on display 
in the store. A train folder was en- 
closed and inspection invited. Those 
already owning sets were urged to 
bring in defective engines for repair. 

There were practically no sales at 
this early date, so the train man and 
his girl assistant had plenty of time 
to sow the seed in the minds of all 
callers. The factory had furnished 
1,000 inex- (Turn to Page 60) 
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ELECTRIC CLOCKS and 





ELECHRON “Telalarm” 

model No. 711 is a self-starting 
illuminated dial synchronous elec- 
tric alarm clock, having a case, cast, 
non-tarnishing “Dura-silver-alloy” 
with moulded black bakelite base. 
Its dial is three in. wide by three 
and seven-sixteenths in. high with 
metal satin finish. It is introduced 
by the Warren Telechron Co,, 
Ashland, Mass. 





ESSIONS Clock Co., Forest- 
ville, Conn., is announcing its 
“Westminster” No. 25 and “El 
Bonito” electric clocks for holiday 
sales. “El Bonito” illustrated has a 
two rod chime tone strike move- 
ment and the “Westminster” a full 
five rod “Westminster” chime. Both 
the clocks are equipped with elec- 
trical mechanisms requiring no 
winding, but operated from any 
A.C. outlet. 


ANNING-Bowman & Co, 

Meriden, Conn., has_ intro- 
duced a new toaster which is said 
to be fully automatic. This new 
toaster is a two slice model, fin- 
ished in non-tarnishing chromium 
plate. 








66 RENADIER Alarm” is an 

electric alarm clock of im- 
ported selected mahogany in a light 
antique finish with a cream stripe 
on the edge, announced by the 
New Haven Clock Co., New Haven, 
Conn. Other features are: silvered 
dial, modern numerals and hands; 
sweep second hand; beveled crystal; 
polished brass sash and _ polished 
brass feet; self-starting Westing- 
house motor; self-winding alarm 
with musically toned concealed 
bell. 


BR EARPpSLEY & Wolcott Mfg. 
Co., Waterbury, Conn., is man- 
ufacturing a reversible toaster. To 
turn the toast the carrier is reversed 
by a light touch of the finger on a 
button at end of carrier. Finished 
in gleaming nickel plate. 





“NEW type electric clock, re- 

cently put on the market by 
the Hammond Clock Co., Chicago, 
is a synchronous clock, with all 
the advantages of that type, but in 
addition, keeps time through cur- 
rent interruptions. No regulating, 
winding, oiling or other attention 
is said to be required. The “Colum- 
bia” shown above represents the 
Hammond Bichronous line of elec- 
tric clocks. 








ODEL 77 automatic waffle 

iron is being emphasized by 
the Rutenber Electric Co., Marion, 
Ind., during the holiday season. 
The unit has pure aluminum grid- 
dles including a batter groove. The 
heating elements are accurately 
wound to give even distribution on 
both top and bottom griddles. Con- 
tact pins are protected. 
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HEATING APPLIANCES 








ODEL “EP” de luxe house- 

hold Silex is one of the latest 
models of electric coffee making 
appliances manufactured by _ the 
Silex Co., Hartford, Conn. These 
models are made for use in homes, 
restaurants, coffee shops, lunch 
rooms, hotels and wherever coffee 
is made. The glass used is Pyrex 
heat resisting. 


66D) OYAL Standard” No. 1156 is 
one of the eight “Royal 
Standards” made by the Standard 
Electric Stove Co., Toledo, O. They 
are made in all sizes, carefully de- 
signed to take care of all cooking 
requirements in the different sizes 
of homes. All of the ovens are 
aluminum lined; no bolt heads are 
exposed and the hinges are con- 
cealed. Each range has time and 
temperature control. The burners 
are recessed, giving additional oven 
space. These ranges are furnished 
in white porcelain enamel or in col- 
ors to match kitchens as desired. 














HE new “Royal Rochester” 

display stand is primarily a 
window display, but it is designed 
so that it can be used as a store 
fixture on a regular display case 
and counter without disturbing any 
other stock. The display accom- 
modates 10 of the most popular 
“Royal Rochester” appliances, each 
easily removable. It is sturdily 
constructed of grained oak and can 
be used as one unit, as illustrated, 
or as two smaller and lower units. 


A “MODERN-MODE” auto- 
matic waffle iron, chromium 
plated, has. been put on the market 
by the Dominion Electrical Mfg. 
Co., Minneapolis. Features of this 
product are: automatic control 
switch placed front center; octa- 
gon shaped -satin finished grids, 
equipped with drip catcher; silk 
covered Underwriters’ approved 
cord with bakelite plugs both ends; 
bakelite attachment plug equipped 
with no-strain pull-cap. 











ag By H” two-slice automatic 
toaster, chromium plated, is 
adjustable for light, medium or well 
done toast. The felt feet prevent 
marring of table tops. It has a re- 
movable cord and plug. The A. J. 
Lindemann & Hoverson Co., Mil- 
waukee, Wis., state that the crumbs 
pass out with the toast and cannot 
lodge or become caught anywhere. 
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| Saye Frary & Clark, New 
Britain, Conn., has brought out 
a new 1000-watt “Universal” ad- 
justable automatic, wrinkle-proof 
iron. The heat input is said to sus- 
tain “high” heat during the fastest 
ironing of the dampest heavy lin- 
ens and to speed the initial heating 
of the iron. The adjustable auto- 
matic control enables any ironing 
temperature desired from low to 
high to be obtained by adjusting 
the indicator dial and is automat- 
ically maintained for as long as 
needed by a thermostatic switch. 
This iron irons backward and side- 
ways as easily as forward. 











ATERS-Genter Co., Minne- 

apolis, is featuring its “Toast- 
master” automatic electric toaster 
for the Christmas trade. It is made 
in two sizes, 1-slice and 2-slice. To 
make toast it is necessary to merely 
put in the bread and push down one 
lever. When the toast is done as 
desired, up it pops and the current 
shuts off automatically. It is de- 
signed and finished in modern 
chromium plate. 
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FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


ELECTRIC VENTILAT\ 


The Ilg Electric Ventilato 
nationally advertised, ns! 
ally known by name, t 
mark, and color—the only 
made with a fully enclo 
self-cooled motor. © 
tested, sold, and guarantec 
a complete unit under 2 si 
name plate. 



















October, 1981 THE JOBBER’SMIJ)SALESMAN 43 


FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


3 Knows No Season! 


N O DANGEROUS (ct aaa al MAY =e 

























UPS AND DOWNS 


ON THE ILG 


SALES CURVE 





STEADY PROFITS... 


the year ’round for the 
house that sells 


| ILG ELECTRIC VENTILATORS 


The coldest day in January is just the same as the hottest day in July, 
as far as Ilg sales are concerned. Every day, every one in your com- 
munity needs and demands Ilg Electric Ventilation. 


In the winter, closed doors and windows require the removal of bad air 
and foul odors—in the summer, the heat makes ventilation an obvious 
necessity. 


There are no closed seasons on the sale of Ilg Electric Ventilators. Busi- 
ness goes along from day to day without drastic fluctuations, and what’s 
even more important—many dealers are reporting greater sales this year 
than in 1929, due to their increased activity and the public’s demand for 
ventilation. 


Learn about Ilg’s consistent jobber policy—see how it has helped many 
houses to compensate for shrinking profits on other types of electric equip- 
ment—get the whole story about Ilg’s plans for a dominant sales cam- 
paign in 1932. Simply write at once. 


ntilat | ILG ELECTRIC VENTILATING COMPANY 
e, tt 2854 North Crawford Ave., Chicago, Illinois 





VENTIWVATION 
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What 7s 


your fastest selling 


ELECTRICAL APPLIANCE 


We know what it is in many of the leading retail stores all over the country. It is 
Toastmaster. Toastmaster features and Toastmaster advertising see to that. Waffle- 
master is rapidly becoming just as popular. If Toastmaster isn’t your best selling 


electrical table appliance, you are missing sales you should be making. Perhaps 
you are not talking and pushing Toastmaster and Wafflemaster enough. Get behind 
these products now. Get your dealers to do the same. There is nothing that will 
produce more or easier sales with so little effort. Keep your dealer's stocks up. 


WATERS-GENTER COMPANY : Dept.L10, 219 N. Second St., Minneapolis 


A Division of McGraw Electric Company 








TOASTMASTER 


AUTOMATIC ELECTRIC TOASTER 





WAFFLEMASTER 





MAKES WAFFLES AUTOMATICALLY 








(MADE UNDER STRITE PATENTS) 


With Toastmaster, toast practically makes itself. 





Put in the bread, press one lever. When the toast 
is done, up it pops and off goes the current. Toast- 
master Toast is better toast. 1-slice Toastmaster— 
faster than most 2-slice toasters — makes more than 


enough toast for the average family— $12.50. For 











greater capacity—2-slice Toastmaster—$17.50. 








(A TOASTMASTER PRODUCT) 


With Wafflemaster, waffles, too, almost make themselves. 
You never have to guess whether it is ready. A tiny light 
tells when to pour in the batter. And you never have to 
look ta,see whether the waffle is done. The light tells when 
to take the waffle out. Wafflemaster is always at the right 
temperature for the next waffle. It never cools off or over- 
heats. A useful daily convenience — $14.50. 
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ADJUSTABLE 
AUTOMATIC 
WAFFLE IRON 
Thermostatic Heat con- 
trol with signal light. 
Plated with Chromium. 
Ivoroy handles and 
pendant. Colonial Pat- 

tern. 


$14.50 


Hl 





HOW WE TOOK THE 
GUESS OUT OF WAFFLES 


From no two waflles alike to all pre- 
cisely alike, baked exactly to one’s 
taste—that is the achievement of the 
new Adjustable Automatic Waffle 
Iron. No timing, no lifting the lid to 
peek, and the Waffle Iron cannot 


overheat. 





— THE TRADE MARK 
KNOWN IN EVERY HOME 


When the batter is poured a soft red 
light glows through the irons perfor- 
ated base. When the waffle is baked 
the light goes out. Nothing could be 
more simple and no other method 
could possibly offer waffles so delicious 
or uniform. 


















The unique features of this 


wis Electric 
Waffle Iron can be strikingly Waffle Iron 
demonstrated to Christmas 


Shoppers. We have a plan sug: 
gesting such a demonstration 
which we send on request, to- 
gether with a quantity of dis- 
tributional literature including 
“Electric Waffle Iron Recipes”. 























LANDERS, FRARY & CLARK 


NEW BRITAIN 


CONNECTICUT 
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LIONEL YEAR-ROUND ADVERTISING 
GREATER LIONEL TRAIN VALUES 
REMARKABLE LIONEL DISPLAYS 
NEW LIONEL 52 PAGE CATALOG 


’ A 
INTERESTING DEALER PROPOSITION 


This will be LIONEL’S greatest year be- 
cause of the tremendous demand for Lionel 
Trains created by Lionel’s year-round ad- 
vertising campaign and because Lionel Trains 
represent greater value, dollar for dollar, 
than ever before. The buying public is in- 
sisting on Lionel Trains—they will not be 
satisfied except with the best. See that your 
dealers are not caught unprepared. See that 
they have adequate stocks. Point out to 
them the vast superiority of the Lionel line 
over all others. Lionel is continually mak- 
ing the job of selling easier because of its 
tremendous national advertising program, 
and extensive dealer co-operation. 


The Lionel Corp., 15 E. 26 Street, N. Y. City 


Lionel Midwest Branch Lionel Canadian Branch 
Merchandise Mart, Room 1428 Harold F. Ritchie & Co., Ltd. 
Chicago, Ill. Toronto and Branches 


Lionel West Coast Branch 
M. Sweyd & Son, Representative 
718 Mission St., San Francisco, Cal. 


Send in your name and address and we will 
send you the new Lionel 1931 52 page full 
color Catalog. 
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| Here’s your leader 


for fall sales— 
STAR - Rite 


| MAGIC MAT 


Greater Power +» More Uses - New Beauty 






















Here is your fastest selling elec- practically untouched at the pres- 
trical appliance—real volume at a ent time. Every modern home 
real profit for every dealer and a wants this MAGIC MAID and 
big value at only $19.50 retail. thousands upon thousands will be 

This new STAR-Rite MAGIC sold in the next few months. 
MAID has eye appeal and sales Here’s a clean-up, and a goodly 
appeal written all over it. There sized profit, for 

L isn’t a merchandiser of electrical every one who 
; appliances, when he sees the com- merchandises it. 
: plete machine with all its acces- Carry the STAR- 
; sories before him, who will not in- Rite MAGIC 
: stantly realize the salability of this MAID right with 
: new electrical kitchen helper. you. It will sell 

At its price it creates a new on sight to many 





standard of value in a field that is dealers. 




















Note these 










The mixing unit may MAGIC MAID 
—e features 


I 2S Heavy duty, multi-speed mo- 
ie Wr. tor; new type sabesedde 
> standard; 3%, qt. lustrous 
Y opaque glass mixing bowl, 
a ‘ smaller bowl to match; bowls 
g, ~4& 
















es automatically revolve; chrom- 
| e ium plated beaters, instantly 
ee j detachable; extra long single 
| beater for mixing drinks; 
a complete juice extracting at- 
tachment to match the mixing 
bowls; beautiful jade green 
finish throughout. 















Quick and efficient juice 
extractor, easily de- 
tached, 






Send coupon 
for full particulars 


The Fitzgerald Mfg. Co., Dept. 10-M, 
Torrington, Conn. 









Gentlemen: Kindly send me full informa- 
tion on the Magic Maid with details of sales 
methods and sales helps. 





Easily handles batters Powerful motor mashes Even meat loaves are a D5. Name .... 
for cakes—solves every potatoes to a creamy easily mixed with the eats ges 


mixing problem. smoothness. Magic Maid. volume. 
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Motor-Driven APPLIANCES 





ODEL “G10 Bee-Vac Chief” 

is an electric vacuum cleaner 
made by the Birtman Electric Co., 
Chicago. Features are: 4 H.P. 
motor; bronze bearings, protected 
by dust-proof coverings; suction 
concentrated through 14 in. narrow 
opening nozzle; double, swing-back, 
self-cleaning brush; steel handles; 
polished aluminum nozzle on motor 
casing; dust-proof, chemically treat- 
ed, sage green bag. 





66 AND-VAC,” a hand cleaner 

for upholstery, curtains and 
hangings, is being given prominence 
by the Westinghouse Electric & 
Mfg. Co., Mansfield, O. The noz- 
zle, motor-housing and handle are 
of molded Micarta, the new safe 
non-conductor that is said never to 
mark light materials when it 
touches them. 











HE new electric food mixer, 

developed by the A. F. Dor- 
meyer Mfg. Co., Chicago, is entirely 
portable and is furnished with a 
simple convenient stand to which 
the mixer can be attached and de- 
tached instantly. A ball bearing and 
adjustable turntable permits the use 
of any size mixing bowl. Adjust- 
able fingers with ratchet control 
hold the bowl in place and pre- 
vent tipping. A powerful universal 
motor operates the mixing unit 
which is instantly convertible to a 
juice extractor and drink mixer. 
The mixer is chromium plated, ex- 
cept the malleable iron base which 
is black enameled. The machine 
rests on cushions of rubber to elim- 
inate possibility of vibration, slid- 
ing or slipping. 


EATURES of the new adjust- 

able steel panel portable “Ilgair”’ 
are: capacity, 750 CFM; motor 
speed, 1140 RPM; fan size 12 in.; 
motor, Ilg self cooled, no radio in- 
terference; adjustable panel; cream 
finish; 10 ft. of cord and plug. The 
panel is adjustable for different 
window widths. This model is pre- 
sented by Ilg Electric Ventilating 
Co., Chicago. 











a“ 7 IND-O-VENT” fans are 

made in a variety of sizes 
and styles by the Diehl Mfg. Co., 
electrical division of the Singer 
Mfg. Co., Elizabethport, N. J. The 
illustration shows the metal panel 
“Wind-O-V@ht” with metal panel 
finished in pearl gray baked enamel, 
equipped with standard 10 in. pro- 
peller. The De Luxe model has a 
panel of plate glass. There are also 
wall cabinet and transom panel 
models for use in homes and in 
offices of moderate size 
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7 mixer, beater 
and juicer, manufactured by 
Landers, Frary & Clark, New Brit- 
ain, Conn., claims the following 
points: convertible, adjustable, port- 
able; removable chromium plated 
beaters; separate mixer for bever- 
ages; adjustable arm for raising or 
lowering beaters; powerful three 
speed motor; enclosed gears; rotary 
tray to give speed in mixing; three 
quart porcelain bowl; rubber cov- 
ered cord; rubber feet on base, and 
aluminum fruit hopper and juice ex- 
tractor core. 





-COMBINATION food mixer 

and juice extractor has been 
developed by the Hamilton Beach 
Mfg. Co., Racine, Wis. One of the 
outstanding features is a ball thrust 
bearing for the juice extractor 
which keeps the extractor attach- 
ment permanently quiet. The ball 
thrust takes all the downward pres- 
sure and leaves the full power of 
the motor to drive the extractor 
reamer. The appliance is changed 
from the extractor to the mixer in 
15 seconds. The mixer can be 
taken from the stand and used for 
jobs where a portable mixer is the 
most convenient. 














REVERSIBLE ventilator, 

operated by means of an elec- 
tric motor propelled fan and known 
as “Aeropel” is a new product of 
the American Blower Corp., De- 
troit. This ventilator is adjustable 
to any size window and is easily 
installed. It is made in two models. 
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- « THE NEW STAR 


IN THE FALL SALES-SKY 

























* Hamilton Beach Motor Brush Vacuum Cleaner * It’s a star of first 
magnitude. A five-point star with every point an added sales 
appeal. Note these features: 


* Greater attractiveness. A smart new gray handle that stays up automatically. 
Trigger switch. New cord clips. An all-rubber cord. A new, fast-color bag 
that will not show the dust. A new rubber tip on the tilting lever, to prevent 
scratching of the motor case. 


* Greater cleaning efficiency. Increased motor power, giving greater suction. 
A stream-line nozzle, improving the air movement. Positive nozzle adjust- 
ment with seven positions, giving exact height for every type of rug. A 
deeper dirt trap. 


* Greater ease in cleaning. Self-lubricating wheels. A reversible nozzle brush. 
A throat flap on the bag. A new design at the fan outlet. 


* Greater reliability. A fool-proof belt, which jumps off if it’s put on wrong. 
And nine other refinements, which insure even better performance than the 
Hamilton Beach vacuum has given in the past. 


* Unapproachable quality. The ONLY cleaner priced so reasonably, which 
includes ALL of the features of the more expensive makes. 


DISTRIBUTED THROUGH JOBBERS 


* Like other Hamilton Beach products this new cleaner is being sold 
through jobbers. The Hamilton Beach policy of jobber protection 
has been rigidly adhered to during the past trying two years. No 
Hamilton Beach merchandise has been dumped—and none will be! 
Hamilton Beach not only has a policy but lives up to it. 


* Write for the Five-Star Sales Plan. One bright and particular star 
is the Ida Bailey Allen radio hour. And there are four others, just 
as helpful! 


PRICED TO 
SELL OVER 
THE COUNTER 


U dl 


Hamilton Beach Mfg. Co., 
pga of Scovill Mfg. 
o., Racine, Wisconsin 
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RELCO 


VACUUM CLEANER 


THE BETTER WAY 
u\ ' TO AN OLD TASK 


A \ 
No Other Cleaner Offers You All These Selling Points 


ee 


an 


Easy to Handle — Weighs only 
111% Ibs. One trial, and the pros- 
pect sells herself. 


Complete Finger-Tip Control 

of Every Operation— Switch, 
tilting, locking are controlled from 
handle grip. This simplicity of opera- 
tion will make sales for you. 


Automatic Lock Upholds 

Handle while Cleaning— 
Here's a great energy saver which 
every woman will appreciate. The 
handle locks automatically in 3 posi- 
tions: upright, parallel to floor, and 
in normal slanting cleaning position. 


Nozzle Cleans around Furni- 

ture Legs, under low chair 
rails, in tight corners. Suction oper- 
ates over entire range of nozzle, 
getting dirt from cracks near base- 
board, corners, etc. Neat housewives 
appreciate this. 


Self-Cleaning Floating Brush 

—Nozzle and brush adjust them- 
selves automatically to height of rug. 
No manual adjustment necessary. 
No need to dirty fingers with brush, 
belts, or screws—another advantage 
which women will welcome. 


Efficient but Safe Suction— 

Famous Delco Motor. Generous 
fan. Efficiency is the first thing buyers 
look for in a vacuum cleaner—and 
Delco gives it to them. 


Free-Rolling Wheels—Cleaner 

is easily rolled from room to 
room. The quickest way to interest 
your customer is to let her roll the 
cleaner around your showroom with 
two fingers. 


20-Foot, Smooth, Rubber- 
insulated Cord usually found 
only on highest priced cleaners. 


These are only a few of the features incorporated in the Delco Vacuum 
Cleaner. Write for complete specifications. 
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presents 






Only a few short months ago a famous name 
entered the electrical appliance field. Although 
new in the field, the Delco Fan is already asso- 
ciated with “sold out” records and quick profits. 


Now Delco presents the Delco Vacuum Cleaner 
—as another major unit in a line of high quality 
appliances. Like the Delco Fan, it was born of 
highly skilled research and laboratory facilities, 
unlimited experimental and financial resources. 


Like the fan, it has the basic advantage of 
better-than-average quality and performance, 
bigger-than-average value, and amazingly 
successful consumer appeal. 


Far-sighted dealers know that Delco electrical 
appliances are destined for leadership. They 
know that Delco appliances point the way to 
bigger profits. They know that now is the time to 
join this progressive organization. Write for com- 
plete specifications of the new Delco Vacuum 
Cleaner and details of our dealer proposition. 
DELCO APPLIANCE CORPORATION 


ROCHESTER, N. Y. 
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THE BETTER WAY 
TO BIGGER PROFITS 








DELCO FAN 


Makes New Sales Records 
for Distributors and Dealers 





When Delco entered the electrical appliance field with the 
Delco Fan, far-sighted dealers saw that its new beauty, new 
quiet, new efficiency and new economy would win quick 
acceptance. They signed up, and they were right—as is 
shown by black and white sales records. Many distributors 
and dealers were completely sold out July Ist. An emer- 
gency stock order was almost entirely sold out by August Ist. 


DELCO APPLIANCES 
ARE IN DEMAND 








The Independent Electrical 


Wholesaler’s Big Opportunity 


for the Final Quarter 








This advertisement appeared in Electrical Merchandising and Electrical Dealer for September. 
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SPECIALTIES 





66 AISY,” a new electric port- 

able hand lantern announced 
by the Seiss Manufacturing Co., 
Toledo, is furnished in the ‘“Fam- 
ily,” illustrated, “Sportsman” and 
“Bicycle” types. Features are: one 
handle only which provides for 
carrying, standing or hanging the 
lantern in different positions or an- 
gles; light is provided by a toggle 
two-way action snap switch; wide 
range of focus adjustment made in- 
side of the case without interfer- 
ence with any other working parts; 
batteries are held in position even 
though the case, open, is held bat- 
teries facing down. 


N the new toy transformers 

brought out by the Jefferson 
Electric Co., Chicago, voltage is 
advanced with a sliding arrow trav- 
eling in a groove on top of case. 
Contacts are below, completely en- 
closed. Shallow notches in the slide 
assure positive contacts. Four sizes 
operate all trains and toy motors. 
In addition to these sliding arrow 
type transformers, Jefferson trans- 
formers are made with the lever 
and dial voltage advance. 








EAVER Manufacturing Co., 
Newark, N. J., is emphasizing 
its table tap during the final quar- 
ter. This tap has four appliance 
outlets and is equipped with six ft. 
of cord. It is made of genuine 
bakelite, moulded in attractive color 
combinations. 





66T*VEREADY” electric candle, 

manufactured by the National 
Carbon Co., Inc., New York, lights 
when it is lifted and goes out when 
set down. The switch can also be 
turned on permanently and as an 
added feature, each candle _ is 
equipped with a band containing 
radium spots so that the light can 
easily be located in the dark. 
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6s T UNIORLITE,” a lamp that is 

said to stand, hang, clamp 
anywhere, in any position, has been 
announced by the Greist Mfg. Co., 
New Haven, Conn. It is available 
in a wide variety of finishes to har- 
monize with any interior. A rubber 
ring in the base protects the furni- 
ture. 


A NEW “Buss” light by the 
Bussmann Manufacturing Co., 
St. Louis, is designed to harmonize 
with either the modern or Colonial 
schemes of home furnishing. The 
tall, slender base with its large, 
deep skirted metal shade make it 
especially adapted for use as a table 
or desk lamp because it throws so 
large a circle of light. Like all 
other “Buss” lights, this model 
clamps anywhere or hangs on the 
wall like a permanent fixture. The 
socket bends on a patent ball joint 
and the shade tilts to any position. 
Finishes are: statuary bronze or 
pastel green, enriched by delicate 
gold striping on base and shade. 








AGLE “Lift-a-Lite” cigar light- 

er, marketed by the Eagle Elec- 
tric Mfg. Co., Brooklyn, N. Y., is 
made in seven different hues. The 
lighter is “on” when it is lifted and 
“off” when set down. 








| Begg o Corp., New 

York, has an- 
nounced a new steam 
type locomotive and 
tender for “Lionel 
Standard” track. Mod- 
el 400E is powered by 
the well-known “Bild- 
A-Loco” super motor. 
It has heavy double 
action pistons and 
driving rods, four 
large drive wheels, 
four wheel pilot truck 
and four wheel trailer 
truck. 
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Sell What People Want—At a Profit 


CHRISTMAS MERCHANDISE SECTION 

















HE public's tired of cheap batteries. They have found through expe- 

rience that they're the most expensive of all. They've swung back to 
Burgess now. Especially since prices have been cut down to rock bottom. 
Now's the time to push these batteries. No question about that. Dealer 
sales have been mounting steadily since the reduced prices were put into 
effect. Dealers’ sales volume has been going up... and up... and up. 

Do your part. The public wants these Burgess Batteries. You might 
as well get your share of the business. A big advertising campaign on 
Burgess Products is under way. It’s a campaign that will make sales... 
for you and your dealers. Sales now and sales later. Burgess merchan- 
dise stands up. It delivers. It repeats. That’s the only kind of merchandise 
for you to sell and that’s the only kind that Burgess makes. Get your 
dealer orders in EARLY. 


BURGESS BATTERY COMPANY 
Engineers and Manufacturers of Electric and Acoustic Products 
General Sales Office: CHICAGO 
New York Boston Chicago Atlanta Kansas City Minneapolis San Francisco Los Angeles 
In Canada: Niagara Falls and Winnipeg 
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HANDIEST - 


ght 
because 10,724 Women helped to design it 


Because lights are usually bought for the home by women they should be designed 
to appeal to women. The new BUSS Light is built to specifications obtained from 
interviewing ten thousand seven hundred and twenty-four women. Positive proof 
of the sales appeal of this new addition to the BUSS Light line was found in the 
remarkable enthusiasm shown for it by women in actual store tests using hand- 


made models of the new design. 


A taller light on a slender, more shapely base. A 
deeper, more graceful shade that completely hides 
the bulb and enlarges the circle of reflected light. 
Two beautiful finishes—statuary bronze and a soft 
pastel green—which actual store tests proved out- 
standingly popular. 

The new BUSS Light retains all the clamping, 
hanging and adjustable features which have made 
BUSS Lights famous. In addition, the new model 
now takes a high place among lamps which are 
bought for ornaments. It has every appearance of 
being high priced but, in keeping with the times, 
sells for but $3.50. 

In addition to the new $3.50 models, the com- 
plete BUSS Light line includes four popular $3.00 


lights finished in statuary bronze and ivory with 
parchment type shades and two $2.00 lights, one 
finished in plain bronze, the other in pastel green. 
Thus you have a complete range to meet every taste 
and purse. 


Call your dealers’ attention to the new BUSS 
Lights. Tell them about the BUSS seven-light sam- 
ple assortment and show them how to obtain FREE 
the BUSS Electrified Display Stand described in your 
discount sheet. 


BUSSMANN MFG. CO. 


2551 University St., St. Louis, Mo. 
Division of the McGraw Electric Company 





BUSS Light 





LIGHT : 


IN: THE 


* WORLD 


P2R1 
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MARK-TIME is 
a MAGIC SERVANT 


¥ - ot wo 

2 Es og OP oe 

A S a ee 

# y en, ge ece™ 

4 For the Consumer 

J It controls lighting, appliances and other 
i electrically operated equip t 

a cally. It turns ON. It turns OFF. Set it and 


forget about it. Lights will turn on when 


they are needed and shut off before they 
. become a needless expense. Forgotten ap- 
cS pliances will cease to be a fire hazard. 
Percolators, toasters, flat irons, curling 
# irons, grills, heaters, fans, warming pads, 


sun lamps, oil burners and ventilators—all 


b of these will work as long as they are 
bg wanted and no longer. Radios will auto- 
a matically turn on at a favorite program or 
% r turn off after they have played you to 
a sleep. MARK-TIME Switches have a 


simple adjustment providing any timing 



















= 





= 


interval from 15 seconds to 12 hours. Wall 


4 We think you could! You’d need, perhaps, several thousand tease teint tien nent 

e words to tell any dealer the complete story of MARK-TIME, portable and receptacle models range from 

5 the new automatic switch, but only 50 to sell him! $2.50 to $9.50. And MARK-TIME costs 

a Will you send us a 50-word night letter collect? Write it just as seemnaieaian 

* though we were a dealer or contractor. At the right are the most 

P important sales points of MARK-TIME. Use as many as you For the Dealer 

q think necessary to convince us that we ought to take on the and Contractor 
MARK-TIME line. Put all the punch you can into a 50-word 
night letter. Send it to us collect. rena sari gl ume nt 
We will select the best night letter received before October 31st, pee on ak teehee inlimenatia dial 
and make it the subject of a tradepaper advertisement. With the merchandising plan behind it, they will 
writer’s permission we will use also in this ad his name, photo- make more sales and more profits in their 


major lines! 


graph and company connection. Let’s have 50 words from you, 
j please. And remember! We 
: are a dealer or contractor, 
: who has probably seen the 
MARK-TIME advertising in 
an extensive list of trade- 
papers and the Saturday Eve- 
ning Post. 



















M. H. Ruopes, Inc. 
Originators of the MARK-TIME Switch 
1016A American-Industrial Building 
Hartford, Conn. 


Send me. .. . copies of the MARK-TIME Pros- 
pectors’ Guide Boo for dealers and contractors on 
my list and one for myself. 










ee ey ae ee 
Company name.......... Pe twa uid ce Ras 
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Prize Winners in J uly Contest 


Twenty-five Dollar Prizes Have Been Given by 

THE JOBBER’S SALESMAN to the Men Listed 

Below—The Result of the July “Summer Sales Prize 

Contest.” Another Big List of Cash Prizes Awaits 

the August Winners Who will be Announced 
Next Month 





PRODUCTS OF WINNER COMPANY 


Adam Electric Co., Frank George A. Vedder...California Wholesale Electric Co., Los 
Angeles 


American Blower Corp Frank A. Joerger....E. B. Latham & Co., New York. 
Benjamin Electric Mfg. Co Frank L. Jaske..... Englewood Elec’] Supply Co., Chicago. 
Bryant Misctele Ge. 5 isd vices cceens ae ere Listenwalter & Gough, Inc., Los Angeles. 


Bargess Bathory Co. ..cccscccicceses W. C. Morrell California Wholesale Electric Co., Los 
Angeles. 


Colt’s Patent Fire Arms Mfg. Co >» W. Madden... ... Roberts Empire Electric Co., Houston, Tex. 
Crescent Insulated Wire & Cable Co...J. Shevlin West Phila. Elec. Supply Co., Philadelphia. 
Cutler-Hammer, Inc. C. Keith Fullerton...H. M. Hopkins Electric Co., Detroit. 


Piemenet Mile 06: 6 ici nasvsarvis M. Fried Garfield & Elliott Elec’l] Supply Co., New 
York. 


Hart & Hegeman Division Henry J. Stanley.... Price Electric Co., Pittsburgh. 
Harvey Biebbell, ine... 6.065. .s00058 David Robinson..... Englewood Elec’l Supply Co., Chicago. 
Jefferson Electric Co. ............+-: William R. Moore...Englewood Elec’] Supply Co., Chicago. 
National Carbon Co., Inc David Robinson..... Englewood Elec’l Supply Co., Chicago. 
Pipmouth Tabber Ca.. .2 4.6005 ctsees E. C. Silverthorn....Crescent Electric Co., Detroit. 


a gk gt ere rere rer ete William Colodny....Greenfield Elec’l Supply Corp., Brooklyn, 
fe 2 


Square D Co. ..............+......+..Stanley P. Ecclestone.Fife Electric Supply Co., Detroit. 
Standard Electric Stove Co........... E. Feldman ........Sacks Elec’l Supply Co., Akron, O. 
Trumbull Electric Mfg. Co 


Waters-Genter Co. 














































CHRISTMAS MERCHANDISE SECTION 





YOUR TRADE 
buys what 
its customers 
demand 


Here’s the 
way to please 


all hands.... 














=j aN 4s 
Soft Rubber Handle Caps 


[| ee Long Handled 
SI sos Short Handled 
ae ee QO ee 13/32” 


The public at large is SOLD on rubber caps 
for heavy appliances. Dealers and their 
salesmen, central station men... EVERY- 
ONE in the electrical field now realizes the 
MERCHANDISING advantage of this in- 
genious new sales incentive. BEAVER 


RUBBER HANDLE Rubber Handle Caps, with their many dis- 





TROUBLE LAMP tinctive features and their fine, upstanding 
5 Lassies ter dtanhetane, ruggedness, make ANY appliance a better 
householders, campers. Sturdy appliance! Be sure to push this fast-selling 
wire guard with practical hook, line HARD during the next 60 days! And 
reflector, rubber handle cap and don’t forget to carry a sample of our new 


20 feet of husky rubber covered 
wire. Also comes assembled, with 
the cord. A sure sales stimulant! 


trouble lamp, shown at the left. Your deal- 
ers will eat it up! 


Beaver Mfg. Co. 


625 North Third Street, Newark, N. J. 


BRANCH OFFICES AND REPRESENTATIVES 
H. £. ren a eag B. Kerr, Case Blidg., 82 St. Paul St., Rochester, N. Y. 








R. L. Cunningham, 620 S. Delaware Ave., Philadelphia, Penna. 
WALL TOGGLE Chas. R. Norrish Co., 2352 Beaufort Ave., Pittsburgh, Penna. 
Otto E. a = gg 1326 Syndicate Trust clde.. St. Louis, Mo. 
~s W. E. Hawkins, 1374 Nottingham Rd., Grosse Pointe Park, Mich. 
Single pole, double pole or 3-way Roger _V. Pettingell, 2 Randeley Ridge, Winchester. ‘Mase. 
s Bell & Co., 2362 University Ave., St. Paul, Minn. 
switch. 10-ampere, 125 volt; fast S. Blumenthal, 12506 Edgewater Drive, Lakewood, Ohio 
; ° O. J. Rollert, 1011 East 15th St., Kansas City, Mo. 
n the trigger; the OFF and ON W. H. Beaven, 2219 Avenue E, Birmingham, Ala. 
F Roberts & Carr, 301 Carneal Bldg., 12 N. 9th St., Richmond, Va. 
ire unmistakably clear. Tell your Jack Randall, 212 Construction Bldg., Dallas, Tex. 
bs 1 ° e Laughlin Sales Co., 1650 Araphoe St., Denver, Colo. 
lealers to stock and display this American, Manufacturers’ Agency, 208 N. Wells St., Chicago, m., 
° 7anama, mp & Comm’! Co., 815 Howard St., San Francisco, Cal. 
opular BEAVER item for Fall Panama, Lamp & Comm’l Co.. 737 Terminal St., Los Angeles, Cal. 
aan ! Local New York Office, 458 Broadway, N. Y. C. 
isiness Beaver Electric Co., Colborne, Ontario, Canada. 
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Prize Winners in J uly Contest 


Twenty-five Dollar Prizes Have Been Given by 

THE JOBBER’S SALESMAN to the Men Listed 

Below—The Result of the July “Summer Sales Prize 

Contest.” Another Big List of Cash Prizes Awaits 

the August Winners Who will be Announced 
Next Month 


PRODUCTS OF WINNER COMPANY 


Adam Electric Co., Frank George A. Vedder...California Wholesale Electric Co., Los 
Angeles 


American Blower Corp Frank A. Joerger....E. B. Latham & Co., New York. 
Benjamin Electric Mfg. Co Frank -L. Jaske..... Englewood Elec’l] Supply Co., Chicago. 
Bryant Bhectric Co. 2... .6.cscncses O. G. Teepe... 620 Listenwalter & Gough, Inc., Los Angeles. 


Burgess Battery Co... o.6 ics scscs cases W. C. Morrell California Wholesale Electric Co., Los 
Angeles. 


Colt’s Patent Fire Arms Mfg. Co >, W. Hadden...... Roberts Empire Electric Co., Houston, Tex. 
Crescent Insulated Wire & Cable Co...J. Shevlin West Phila. Elec. Supply Co., Philadelphia. 
Cutler-Hammer, Inc. C. Keith Fullerton...H. M. Hopkins Electric Co., Detroit. 


2 De a re M. Fried Garfield & Elliott Elec’] Supply Co., New 
York. 


Hart & Hegeman Division Henry J. Stanley....Price Electric Co., Pittsburgh. 
Harvey Hubbell, Ime. ...5.6560020560> David Robinson..... Englewood Elec’l] Supply Co., Chicago. 
Jefferson Electric Co. ... 62.52.0008 William R. Moore...Englewood Elec’] Supply Co., Chicago. 
National Carbon Co.. Inc David Robinson..... Englewood Elec’l Supply Co., Chicago. 
Plymouth Bubber Co.. iv. isis. ipssune E. C. Silverthorn....Crescent Electric Co., Detroit. 


Oe ek ee rr eee William Colodny....Greenfield Elec’] Supply Corp., Brooklyn, 
mM. Rs 


Square D Co. ..............+...+...+..-Stanley P. Ecclestone.Fife Electric Supply Co., Detroit. 
Standard Electric Stove Co........... E. Feldman ........Sacks Elec’] Supply Co., Akron, O. 
Trumbull Electric Mfg. Co 


Waters-Genter Co. 

















YOUR TRADE 
buys what 
its customers 
demand 


Here’s the 
way to please 


all hands.... 
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BEAVER 


Soft Rubber Handle Caps 


RUBBER HANDLE 
TROUBLE LAMP 


S-820—Indispensable to motorists, 
householders, campers. Sturdy 
wire guard with practical hook, 
reflector, rubber handle cap and 
20 feet of husky rubber covered 
wire. Also comes assembled, with 
the cord. A sure sales stimulant! 





WALL TOGGLE 


Single pole, double pole or 3-way 
switch. 10-ampere, 125 volt; fast 
on the trigger; the OFF and ON 
are unmistakably clear. Tell your 
dealers to stock and display this 
popular BEAVER item for Fall 
business | 


OCTOBER, 1931 




















S) Long Handled 
J-628......Short Handled 
ae War. .....aenee...... 13/32” 


The public at large is SOLD on rubber caps 
for heavy appliances. Dealers and their 
salesmen, central station men... EVERY- 
ONE in the electrical field now realizes the 
MERCHANDISING advantage of this in- 
genious new sales incentive. BEAVER 
Rubber Handle Caps, with their many dis- 
tinctive features and their fine, upstanding 
ruggedness, make ANY appliance a better 
appliance! Be sure to push this fast-selling 
line HARD during the next 60 days! And 
don’t forget to carry a sample of our new 
trouble lamp, shown at the left. Your deal- 
ers will eat it up! 


Beaver Mfs. Co. 


625 North Third Street, Newark, N. J. 


BRANCH OFFICES AND REPRESENTATIVES 


H. C. Johnson-Louis B. Kerr, Case Bidg., 82 St. Paul St., Rochester, N. Y. 
R. L. Cunningham, 620 S. Delaware Ave., Philadelphia, Penna. 
Chas. R. Norrish Co., 2352 Beaufort Ave., Pittsburgh, Penna. 

Otto E. Heilmann, 1326 Syndicate Trust Bldg., St. Louis, Mo. 

W. E. Hawkins, 1374 Nottingham Rd., Grosse Pointe Park, Mich. 
Roger V. Pettingell, 2 Randeley Ridge, Winchester, Mass. 

Bell & Co., 2362 University Ave., St. Paul, Minn. 

S. Blumenthal, 12506 Edgewater Drive, Lakewood, Ohio 

O. J. Rollert, 1011 East 15th St., Kansas City, Mo. 

W. H. Beaven, 2219 Avenue E, Birmingham, Ala. 

Roberts & Carr, 301 Carneal Bidg., 12 N. 9th St., Richmond, Va. 
Jack Randall, 212 Construction Bldg., Dallas, Tex. 

Laughlin Sales Co., 1650 Araphoe St., Denver, Colo. 

American Manufacturers’ Agency, 208 N. Wells St., Chicago, Il. 
Panama Lamp & Comm’! Co., 815 Howard St., San Francisco, Cal. 
Panama Lamp & Comm’! Co., 737 Terminal St., Los Angeles, Cal. 
Local New York Office, 458 Broadway, N. Y. C. 

Beaver Electric Co., Colborne, Ontario, Canada. 
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The Kubec Electric Co., Chicago, has kept its personnel, stock and equipment 


up to the minute and has fallen in line with all progressive movements. 


This 


concern has a force of 25 people and operates within a 50 mile radius around 


Chicago. 


The business occupies three floors with a total of 15,000 sq. ft. 


Three 


of the executives responsible for the success of the house are, from left to right: 
N. C. Maxham, secretary; August Kubec, president, and C. H. Yundt, vice-presi- 


dent and sales manager. 





Missouri Utilities Endorse 
NELA Merchandising 
Procedure 

The Executive Committee of the 
Missouri Association of Public Utili- 
ties has recently adopted the follow- 
ing resolution: 

BE IT RESOLVED: That the 
Missouri Association of Public Utili- 
ties wholeheartedly subscribe to the 
“Statement of Merchandising Proce- 
dure” as accepted and published by 
the Electrical ‘Merchandising Joint 
Committee at the Atlantic City meet- 
ing, June 9, 1931, and the “Statement 
of Principles” suggested for the 
guidance of member companies of 
the American Gas Association, June 
19, 1931, and recommend that mem- 
ber companies promptly review their 
merchandising policies now in force 
and bring them in line with these 
principles. 

That the weight of evidence clearly 
shows that where the utility promotes 
and sells gas and electric consuming 
appliances with due regard to sound 
merchandising principles and trade 
ethics, the best interests of the pub- 
lic, the merchants, and the utilities 
are served, and on this premise the 
Executive Committee of the Mis- 
souri Association of Public Utilities 
recommends that member companies 
promptly make contact with mer- 
chants in the territory served by 
them; lay frankly before them the 
facts as they are known and the 


policies which they are pursuing. 

AND That the merchants be of- 
fered by the utilities a full measure 
of sound cooperation in the merchan- 
dising field, to the end that a full 
and harmonious merchandising job 
may be done to the best interest of 


all concerned. 
* x * 


Plans Develop for Century 
of Progress 
With the two outstanding manu- 
facturers of electrical equipment and 
machinery for generating and utiliz- 


ing electrical power already among 
the list of exhibitors in A Century 
of Progress Exposition, the plans for 
dramatizing the development of the 
electrical industry at Chicago’s 1933 
World’s Fair are well under way. 

These companies are the General 
Electric Co. and the Westinghouse 
Electric and Manufacturing Co. Both 
of these companies have contracted 
for extensive blocks of exhibit space 
in the electrical building of the Elec- 
trical Group, now being erected on 
Northerly Island on the grounds of 
the Exposition. 

Already in other units in the Elec- 
trical Group, other great industries 
which utilize electricity in their serv- 
ice have contracted for exhibit space. 
In the communication building the 
American Telephone and Telegraph 
Co., the Western Union Telegraph 
Co., and the International Telephone 
and Telegraph Co. have signed con- 
tracts for space, while in the radio 
building the Radio Corporation of 
America has contracted for space, 
while other great radio producing 
companies have made reservations for 
exhibit space. 

x * x 


“Low Pressure Selling” 

This is the title of a distinctly dif- 
ferent book on practical selling by 
James A. Worsham (Midwest Press, 
Bloomington, Ill.). Although writ- 
ten primarily for the specialty sales- 
man it sets forth a “common denom- 
inator” of selling which applies to 
salesmen of wholesalers and manu- 
facturers as well. 





That always obliging firm, Elliott-Lewis Electrical Co., Philadephia, invites 
customers to drive right in when making counter purchases—provided they drive 
an Austin as did A. T. James the customer with the radio tubes resting on the 


back of his puddle jumper. 








A a Re, 
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Radio Wholesalers Association, Inc. 


Louis Buehn, Pres. Robert Himmel, 
Philadelphia Chicago 


James Aitken, Vice-Pres. 


David Goldman, Vice-Pres. 
New York 


The information on this and the following pages has been prepared by 
H. G. Erstrom, Executive Vice-President, by Authorization of the Board 
of Directors of the Radio Wholesalers Association on June 5, 1929. 


A Message from the 
President of RMA 

HE radio industry has reached 

a point in its development where 
the radio fan need have no fear that 
the radio set purchased today may 
become obsolete tomorrow due to 
possible radical changes, is the mes- 
sage of J. Clarke Coit, president of 
RMA and of the U. S. Radio & 
Television Corp. 

In answer to the question of when 
the “radio industry is going to settle 
down like other substantial indus- 
tries” Mr. Coit says “no progressive 
industry ever settles down.” 

“It is true that the radio industry 
is still suffering from growing pains, 
for it reached gigantic stature in a 
comparatively short time. It is esti- 
mated that approximately $3,000,- 
000,000 is invested in radio, and it 
is attracting more investment capital 
all the time. 

“Like the leaders of every other 
progressive industry, radio executives 
and engineers are constantly seeking 
ways and means to improve their 
product ; to build in better perform- 
ance and give the public more for its 
money. . 

“And by the same token an indus- 
try should not be called unsettled 
because it is constantly finding ways 
and means of improving its products. 

“The automobile of today is a tre- 
mendously improved product over 
the early automobile but the basic 
changes were quite gradual; the 
radio set of today is entirely unlike 
its predecessor,—the crystal set—but 
since the switch to tube sets the basic 
changes have been little faster than 
in the automobile industry. 


Treas. 


Howard Shartle, Sec. 
Toledo Cleveland 





David Trilling, Vice-Pres. 


Fred Wiebe, Vice-Pres. 


RAD 10 Philadelphia St. Louis 
HOLESALERS 
ASSOLIATIO H. G. Erstrom H. E. Richardson, Vice-Pres. 
Executive Vice-Pres. Chicago 
Chicago 


Harry Alter 
Chairman of Board 


Chicago 


“Hundreds of thousands of people 
are driving automobiles anywhere 
from three to five years old and get- 
ting satisfactory service. ‘here are 
hundreds of thousands of radio sets 
from three to five years old still in 
service and giving satisfactory per- 
formance. 

“The discovery of a new tube or 
a new hookup does not necessarily 
mean that a radio set lacking the in- 
novation is obsolete. The buyer of 
products like radios or automobiles 
must reconcile himself to the knowl- 
edge that a change for the better will 
be made in the next model. 

‘Television is the next really radi- 
cal change in the radio industry. 
Television is in its very early stages 
and it will be several years before it 
reaches the stage of effectivity of the 
present radio set. It is now in ex- 
perimental form, but it has a long 
way to go before making a serious 
bid for general public acceptance. 
There is no doubt in my mind as to 
the eventual development of tele- 
vision on a sound and _ practicable 
basis. 

“When that times comes the people 
may expect to see the events they 
now hear described over the radio. 

“There is a division of opinion on 
the matter of whether television will 
come in a separate unit or be incor 
porated in the radio set. A good 
many engineers believe television will 
be a separate unit, but time and en- 
gineering will give the answer. 
Meantime there is no reason for 
scrapping sets or withholding their 
purchase in anticipation of the time 
when television will be on a really 
practical plan.” 


A. A. Schneiderhahn, Vice-Pres. 


Des Moines 


. 








FA 


Settlement of Tube Litigation 


Is Announced 

An understanding has been reached 
for the settlement of all anti-trust 
law suits instituted against the RCA 
by radio tube manufacturers who 
were not operating under RCA 
licenses. 

The arrangement will be very ad- 
vantageous, not only to the parties, 
but also to the radio industry as a 
whole, because not only will dis- 
turbing litigation be satisfactorily 
terminated, but practically all im 
portant tube manufacturers will now 
be licensed on equal terms under 
RCA patents with the result that the 
tube industry should rapidly become 
stabilized. 


Survey Reveals Habits of 


Radio Listeners 

In a recent survey conducted in 
Minneapolis by the Council for Adult 
Education, 4,375 replies were re- 
ceived from radio listeners and some 
interesting information — revealed. 
Over 21% of the listeners used their 
radios more than four hours a day; 
16.5% said 3 to 4 hours; 17.8% 
said 2 to 3 hours; 19.7% said 1 to 
2, and 7.5% said less than an hour. 
Mothers and daughters predominat- 
ed in the long-users, while fathers 
and sons were largely in the 1 to 2 
hour class. Program preference 
showed comic characters, popular 
music, athletic contests, dance mu 
sic, classical music and light drama 
leading the list in the order named. 
It is obvious that a wide variety 
of program material is essential. 
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Catalog No. 1843 


Accessible Fuse Type 
60 Ampere Capacity 


SAFETY SWITCH 


that meets the 
DEQUATE WIRING 
PROGRAM 
for 
Meter Service Switch Installations 


In addition Wadsworth Switches produce the results the contractor 
wants, a speedy satisfactory—Safety Switch—installation 


Te WADSWORT TRICMEFGE INC. 
Covingt ntucky. 

















The Miller Electric Co., Utica, N. Y., 
has a good place in which to do busi- 
ness. Their store is a church made over 
to meet the needs of the electrical 
wholesaling business. The bench on 
which customers may rest while wait- 
ing for orders is an old church pew, and 
in the elevator shaft may be seen the 
original church paintings. 


Golf Champ 

S. J. Rosenthal, vice-president and 
secretary of the Hyland Electrical 
Supply Co., Chicago, won the club 
championship of the Idlewilde Coun- 
try Club with two up when he sunk 
a 15 foot putt in the eighteenti 
green for a score of 77. This total 
just about places Sam as the leading 
golf player of the electrical industry 
in the Chicago district. Do we hear 
any challenges ? 
+e © 


How Live Dealers Sell 
Electric Trains 

(Continued from page 39) 
pensive folders showing the various 
sets in colors and these were given 
out freely. The name and address of 
these prospects was retained and 
every effort made to get them in the 
notion of making a selection and 
coming back to this store. All pros- 
pects were followed up December 1 
with a letter and the results were 
profitable. Some people came in to 
buy as late as the day before Christ- 
mas and brought the well thumbed 
folders with them. Incidentally, each 
folder was stamped with the name of 

the sales-person who gave it out. 
The livest place I visited with 
salesman ‘“‘D” was a small department 
store in a well-to-do suburb. From 
the man in charge of this booth we 
learned what could really be accom- 
plished in the sale of extras. This lad 
was of average intelligence, but had 
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the gift of gab and no one bought a 
set from him without at least one 
piece of “railroad furniture.” The 
inexpensive items such as light posts, 
tunnels, and semaphores he sold prac- 
tically without effort; his fine work 
showed best on stations, automatic 
signals, large bridges and switches. 
This fellow was especially strong 
on switches. These are expensive in 
proportion, costing $2.00 to $7.50 a 
pair, yet when properly presented 
seem to be the strongest temptation 
to the train buyer. As usual, in cases 
of better selling, this young man won 
out all the way by picturing and dem- 
onstrating the effect to be enjoyed 
and talked in terms of pleasure and 
interest instead of the mere items. 
“D” had another customer, a con- 
tractor-dealer, who was long on serv- 
ice. First, he insisted that all sets be 
tested before delivery, finding the 
time and labor a good investment as 
a grief eliminator. Also, he solicited 
early repairs on last year’s outfits. 
He kept six or eight used engines for 
rental (or loan in some cases). He 
found that by following up the sets 
he sold he not only cemented ac- 
quaintance with the customer but was 


almost always able to sell more track | 


and accessories. 

This man had another stunt which 
closed many doubtful sales and 
brought extra service revenue. He 
mounted a set on a piece of wall- 
board and showed customers how 
easily it could be moved about the 
house and how it prevented mistreat- 
ment of the outfit. Most prospects 
would ask where they could get wall- 
board or remark that they had no 
time or tools for mounting, then this 
dealer offered to deliver the set 
mounted at a reasonable extra charge. 


These instances are taken from the | 


activities of several dealers. None of 
them used anywhere near all the 
money-making stunts described. 
Therefore, it seemed to me that 
what the wholesaler’s salesman 
should do is to go to his dealers 
with a complete sales plan which em- 
bodies all these tested ideas. Cer- 
tainly, any dealer in a community 
where the train sales are just so-so 
can corral about 75% of the local 
business by adopting these methods. 
The trains are better and more at- 
tractive each season. The demand 
for them grows each year. The 
wholesaler’s salesman is the logical 
one to persuade and help the dealer 
to go after this business in a big way. 











great, new 
electric food-mixer in a 
sensational introductory offer 


In advance of our tremendous advertising campaign we want 25,000 
dealers to display this marvelous new Dormeyer Mixer—to share at once 
in sales that are advancing by leaps and bounds. Here is a genuine port- 
able Dormeyer combination of Food Mixer, Juice Extractor and Drink 
Mixer, complete with ball-bearing revolving turn-table, at a price way 
below competition. Put this new Royal Dormeyer Mixer on your counter 
with beautiful display stand and it will move faster than any electric 
appliance you have. 











During October Only 


Here is our proposition: 


List price of the New Dormeyer................ $18.75 





Special introductory Price to deed oe 
attractive display stand)... 10.00 


Df) | ae ee a i Ee ee $ 8.75 


This offer represents the greatest value on the 
market today. Mail your order at once. Use 
the coupon. Positively only One mixer to a 
dealer at this price. 






























estenity comment 
\ ible to fruit juice 


\ extractor. 











Adjustable fingers on ball-bearing turn- 
table hold practically any size bowl. 
Mixer instantly detachable from stand 
—can be used anywhere in kitchen. 


bas ——< : nm 


(Dormeyer 


A. F. DORMEYER MFG. CO. 


2630 Greenview Avenue, Chicago, Illinois, U. S. A. 

Yes LJ ship open account on 10 days net basis. I will pay transportation charges 

L_j Ship C. O. D. L] M. O. or check enclosed. You will prepay transportation charges. 

P| ER ae ene selina tastes eaeceiia ae access apache ee nT Oe LE NRT RTE AEE T Eee SEE ET EES 
pT | ene seen iba lagna le aetna ett 

Casa ciiccascccncs accecntentones aeinenis inbhenigniondaael Neabicndadieienanbiea | 


Note enutal introductory price effective Oct. only. Your next order for Dormeyer Mixers should be 
placed with your jobber. 
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MANUFACTURERS’ 


Standard Stove Appoints 
Distributors 


The following new distributors 
have been appointed by the Standard 
Electric Stove Co., Toledo, O.: 
Sidles-Duda-Myers Co., Omaha, 
Neb., distributing in Nebraska and 
Iowa; John Pritzlaff Hardware Co., 
Milwaukee, Wis., covering all of 
Wisconsin except the extreme north- 
ern part; Joseph Strauss Co., Buf- 
falo, N. Y., distributing in ‘western 
New York, and the Zion Commercial 
Mercantile Institute of Salt Lake 
City, Utah. 

These companies are carrying full 
stocks of Standard electric ranges 
and are taking care of all dealer ac- 


tivities in the territory named. 
ee << 


Manufacturers of Time 
Switches Combine 


The recent very active litigation in 
the time switch field has finally been 
settled out of court to the apparent 
satisfaction of all concerned. Also a 
new selling combination has been 
formed to market a complete line of 
time and temperature controls includ- 
ing Tork Clocks, Horolectric Time 
Switches, Hartford Time Switches, 
Welsbach Time Controls, Chielmetti 
and Novitas Swiss-Made Time 
Switches and General Automatic 
Time and Temperature Controls. 

General Automatic Controls, Inc., 
with executive offices at 12 East 41st 


News 


Current news of changes in personnel and location. 
Illustrations of new and improved products and an- 
nouncements of latest literature 


St., New York, markets all of the 
above lines. 

This consolidation of interests is 
believed to place the several manu- 
facturers involved in a very strong 
patent position on the latest forms of 
time switches and similar controls. 

All the above manufacturers have 
authorized the Time Controls Repair 
Corp., 116 West 14th St., New York, 
to handle repairs and replacements 
on all the kinds of time of tempera- 
ture controls. In addition, the Time 
Controls Repair Corp. protects the 
factory guarantees on all lines sold 
by General Automatic Controls, Inc. 
This is common practice in the auto- 
mobile business but is new in the field 


of automatic electrical controls. 
xk * x 


New Lionel Displays Released 


Hundreds of dealers have ex- 
pressed tremendous interest in the 
new line of displays created by the 


Lionel Corp. for Lionel model elec- 
tric railroads. 

It is a well-known fact that mer- 
chandise well displayed is half sold 
and the store that makes the proper 
use of both window and department 
displays will obtain increased volume. 
The new displays are unique in de- 
sign and brilliantly colorful. Not 
alone are they attractive, but they 
display the merchandise to real ad- 


vantage. 
* * x 


American Blower Prepares 
for New Market 

A 17 acre tract at Tireman Ave. 
and the Detroit Terminal Railroad 
has been purchased as the site for 
the future home of the American 
Blower Corp., Detroit, Mich. Con- 
struction work will probably start in 
1932. 

One of the important considera- 
tions influencing the decision to in- 





Three men connected with Pass & Seymour, Inc.. Syracuse, N. Y., have had 


their headquarters changed in the field. C. C. Downie, left, came to the company 
in 1916 and since that time has covered various territories up to 1927 when he 
was moved to Syracuse as assistant to the general sales manager. In 1929 he 
returned to Baltimore where he has been located since, and now is covering the 
Baltimore-Philadelphia territory. Frank J. Honn was formerly assistant Chief 
Electrical Inspector of the Underwriters’ Association in New York State which 
is now known as the New York Fire Insurance Rating organization and just 
prior to coming with Pass & Seymour in 1928 was the Philadelphia representa- 
tive for the Rome Wire Co. Mr. Honn was then put in charge of the Phila- 
delphia office and has now been transferred to Cleveland where he has charge 
of sales in the Ohio-Pittsburgh territory. John A. Hearn has been with this 
company for several years. He was formerly salesman in the home territory 
which is known as the Empire State territory and has now been transferred to 
Chicago as one of the Chicago city salesmen. 











id 
y 
1€ 
1€ 
1e 


ch 
st 
a- 
la- 
ge 
1iS 
ry 
to 








October, 1981 THE JOBBER’S|JJ]SALESMAN 





63 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


crease production facilities, accord- 
ing to C. T. Morse, vice-president, is 
the rapid progress being made in the 
development and application of the 
company’s products to air condition- 
ing for homes which promises to be- 
come one of the most important di- 
visions of the business. Such equip- 
ment will make possible in the near 
future the control of temperature and 
humidity in the average home so that 
uniform conditions can be main- 
tained in summer and winter alike, 
and no extremes of heat or cold will 
affect the family comfort and health. 
2 4 


N. E. M. A. Survey 


This is the title of the new 
monthly publication of the National 
Electrical Manufacturers’ Associa- 
tion which made its initial appear- 
ance in June. Devoted to “News 
affecting the electrical industry,” 
each issue covers developments in 
phases of the electrical industry in 
a very comprehensive manner, 

x * x 


New Decorative Lamp Ready 
October 1 


A new vacuum type 30 watt, dec- 
orative Mazda lamp, G-19 bulb, has 
been announced for October 1. It 
will be available in five outside coated 
colors, white, ivory, flametint, rose 
and red, also in standard inside frost 
finish. Standard voltages will be 115 
and 120. The new lamp lists at 15 
cents which is a 25% lower price 
than that at which standard lamps 
have previously been sold. 





While wandering around Milwaukee, 
our photographer got A. E. Schlanert, 
Cutler-Hammer __ representative, and 
snapped his picture for the magazine. 
“A. E.” doesn’t make much noise, but 
turns in plenty of orders. 











BRN 
GALV-ITE 


UNDERWRITERS UNDERWRITERS” UNDERWRITERS: S 


LABORATORIES LABORATORIES LABORATORIES 
INSPECTED INSPECTED INSPECTED 
Cconouit conouit conduit 





THE CONDUIT 
THAT MAKES YOUR 
DOLLAR BIGGER 


When the label says—“Fretz-Moon”—the 
Architect may be sure that he is specifying 
full dollar value for his client; that con- 
struction will not be held up because of 
conduit fitting trouble; that the conduit 
will faithfully serve in preserving the elec- 
trical wiring for the life of the building. 


—the Contractor is assured of shortened 
installation time—Fretz-Moon Conduit is 
easy to bend, easy to cut and thread, easy 
to fit, and easy to fish with wire. By short- 
ening time the contractor saves money, 
yet produces a high-class finished job. 


Look for the Fretz-Moon Label—orange 
on ENAMELITE; red on ELECTRO GAL- 
VITE; blue on HOT DIPPED GALVITE 
—it’s assurance of high-quality work at 
low cost. 


Write for a copy of the Fretz-Moon 
Conduit booklet. It tells how Fretz-Moon 
Conduit is made and why it is better. 


FRETZ-MOON TUBE CO., INC. 


Butler, Penna. 


be eae Sk 
| \ 


TRETZ-MOON 


RIG/D CONDUIT 
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THEY STAND 
THE TEST! 


EMINGRAY Glass Insu- 
lators combine high 
inca aee quality and a record of long 
protected | by and satisfactory service. . 
stric e 
policy. | Concen- No wonder they continue to 
t ur es . ° 
sales efforts on be “best sellers” for jobbers 
ommnacey Giese and their salesmen. Hem- 
Steady and profit- ingray Glass Insulators are 
able year ’round . ° 
repeat business recognized as standard equip- 


for you, ment by your contractors. 


HEMINGRAY GLASS COMPANY 
MUNCIE INDIANA 





H 

















COUNTLESS USES 
FOR THE 


NEON GLOW LAMP 


in home, theatre, lab- 
oratory, factory, etc. 


Where economy or low level illumination 
is desired, no lamp serves better than the 
Neon Glow Lamp. With metal electrodes 
that never burn out, it withstands sudden 
shocks and continued vibration. Lasts over 
3000 hours before bulb begins to blacken. 
Uses less than 5 cents a month in current. 
Innumerable uses in industry as strobo- 
scopes, vibrometers, etc. Send for complete 
A wow, caleba daeniiiee een information on unusual sales and profit pos- 
displayfeaturingtheSl4NeonGlow _ Sibilities. Address: General Electric Vapor 
Lamp is now ready for dealers. Lamp Co., 891 Adams St., Hoboken, N. J. 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 


486 © G. E. V. L. Co., 1981 








“The connecting link of good brother- 
hood.” These three brothers and one 
brother-in-law were snapped at a family 
reunion in Cleveland. Left to right they 
are: A. C. Lappin, president, Dixie 
Electric Co., Louisville; M. C. Lappin, 
president, Malco Electric Supply Co., 
Cleveland; D. C. Lappin, president, 
Lappin Electric Co., Milwaukee, and W. 
C. Blaine, president, Blaine Electric 
Co., St. Paul. 





Klieg] Program Light Has 
Wide Field 


One of the many new features of 
the new Earl Carroll Theatre is a 
clever little device installed in the 
back of every orchestra seat—which 
conveniently provides local light by 
touching a button, so that patrons 
may read their programs at any time 
they wish to do so even though the 
house is in complete darkness. 

This program light was developed 
by Kliegl Bros. in collaboration with 
Earl Carroll. It is fitted into the back 
of the chair without projections of 
any kind to catch the clothes or 
bother the patrons passing in and out 
of their seats. Individual battery 
service is used for the lamps—which 
eliminates the necessity of expensive 
wiring. A light guard shields the 
light so that it only illuminates the 
program held directly below it, with 
just a sufficient amount of light to 
enable one to easily read his program 
—and causes no annoyance to pat- 
rons in adjoining seats. 

It is predicted that this program 
light will soon win wide popularity 
as a practical adjunct to modern 


theatre equipment. 
2 *@ 


Anaconda Awarded Radio 


City Contract 
In the erection of the 10 buildings 
for Radio City, in the three blocks 
bounded by Forty-eighth and Fifty- 
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MURRAY 


SAFETY 


first Streets, Fifth and Sixth Ave- 
nues, 7,800,000 feet of copper wire 
will be used. 

Announcement of the awarding of 
a contract for the wire, in varied 
sizes and types, to the Anaconda 
Wire & Cable Co. was made by the 
Metropolitan Square Corp., repre- 
senting the Rockefeller interests in 
the development of the broadcasting 
and amusement center. 


The contract was said to be the 
largest of its kind ever let for a build- 
ing operation. Placed end to end the 
individual strands would cover a dis- 
tance of 15,000 miles. 

* * x 


A Correction 

Robert L. Simon, Jr., son of Rob- 
ert L. Simon, president of the Metro- 
politan Electrical Distributors, New 
York, heads the United Electric Dis- 
tributors, formerly the United Elec- 
trical Products, Brooklyn, N. Y. 

“* * 


Bussmann Makes Novel Test 


Suggestions received from inter- 
views with over 9,000 women have 
been incorporated in the new line of 
“Buss” lights manufactured by the 
Bussmann Mfg. Co., St. Louis. 
These interviews were received both 
from house to house inquiries and 
from tests in department stores. 








One of the latest developments at the 
Elliott-Lewis Electrical Co., Inc., Phil- 
adelphia, has been the establishment of 
a refrigeration department. As whole- 
sale distributors for the Copeland Sales 
Co., this house is offering its dealers 
complete cooperation on both domestic 
and commercial refrigeration. Clarence 
O. Emrich who has been appointed to 
head this department, has had intensive 
experience in this field. 
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Murray 


Range Switch 
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CATALOG NO. 273 
Combination main 
line, range and light- 
ing switch. 

1—60 amp. 3-pole, 
S.N. Main Line 
Switch. 

1—60 amp. 3-pole 
Range Circuit. 

4—30 amp. Lighting 











No. 273 




















Circuits. 





The Approved 
Link 


between line and load—that’s the 
Murray Range Switch No. 273. 


To be used with new 
meter sequence 


(Meter connection test block before 
meter) 


This is the COMBINATION switch 
your contractor customers are interested 
in because it not only combines, in one 
cabinet, main switch, meter test facil- 
ities, range fuses and branch circuit 
fuses, but it reduces wiring time by one- 
third. Also—its cost is considerably 
less than that involved in the purchase 
<< Sane units to obtain the same re- 
sults, 























METROPOLITAN 
DEVICE CORPORATION 


1250 ATLANTIC AVENUE 





NEW YORK 
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Footwork plus 
Headwork 


Think where there are profits! 
It takes no more footwork and 
only a little more headwork to 
sell @& Panelboards rather than 
staples—and the staples come 
in usually on the panelboard 
order. 


Don’t be afraid to talk panel- 
board business. Learn about 
the @ line from the catalog, 
ask for estimates of the @ 
district man or the home office 
and then sell the job. 


This is not a matter of theory 
—it has been done in many 
territories—wherever there was 
a jobber’s salesman with ambi- 
tion enough to put it in opera- 
tion. The @ line is exception- 
ally fine and makes friends, 
building both goodwill and 
profits to the house that stocks 
and sells it. 


Send for the ® catalog 
today—make_ progress— 
don’t mark time. 


Frank Adam 


ELECTRIC COMPANY 


ST. LOUIS 


San Francisco, 


"> ae 
. M. 


PR bn Ga. 
Baltimore, Md. 
Boston, Mass. 
Buffalo, N. Y. 
Chicago, Ill. 
Cincinnati, O. 
Cleveland, O. 
Dallas, Tex. 
Denver, Colo, 
Detroit, Mich. 
Kansas City, 
Me. 


Les Angeles, 
Calif. 


Memphis, Tenn. 


Minneapolis, 
Minn. 

New Orleans, 
La 


New York 
Omaha, Nebr. 
Philadelphia, 


Pa. 
Pittsburgh, Pa. 


St. Louis, Mo. 


Calif. 
Seattle, Wash. 
Tulsa, Okla. 
Toronto, Can. 
Vancouver, 


Hamilten, Ont. 
Montreal, Can. 





This fellow with the flower in his 
lapel is Ray Tenscher, a hustling sales- 
man for the Kiefer Electrical Supply 
Co., Peoria, IIl. 





New Sales Plan for Miniature 


Mazda Lamps 

The General Electric Co., Cleve- 
land, O., announced, October 1, a 
new miniature Mazda lamp sales 
‘plan which offers wholesalers and 
‘dealers higher compensations and 
discounts rariging from 5% to 7.5% 
above those formerly provided and is 
‘calculated to remedy the uneconomic 
factors which have grown from 
changes in market conditions and 


distribution channels. 
xk ok x 


Westinghouse Vice-President 
Dies 

Dr. Harry Phillips Davis, vice- 
president and director of the West- 
inghouse Electric & Mfg. Co., and 
chairman of the National Broadcast- 
ing Co., one of the country’s fore- 
‘most engineers and executives, died 
at his home in Pittsburgh, on Sep- 
tember 10. He had been ill for sev- 


eral months following an operation. 
ee 8 


R. C. Werner Moves Office 

R. C. Werner, formerly located at 
the Capps Bldg., Fort Worth, Tex., 
has moved his office to the Neil P. 


Anderson Bldg. of the same city. 
‘= * 


Kester Opens New Canadian 
Plant 

The Kester Solder Co., Chicago, 
announces the establishing and open- 
ing of a plant at Brantford, Canada, 
on Septemeber 15. The plant will be 
operated under the name of Kester 
Solder Co., of Canada, Limited. 


FREE TO 
TRAVELERS 


Mail coupon for 
valuable credit 
coin 


To help you, cash checks in the 24 
United Hotel Cities. This coin in- 
stantly establishes your identity... 
avoids delay in checking out. No 
one else can use it. 


To help your Wife or Mother, when 
they travel alone. Women need 
United Hotel Credit Coin protec- 
tion. When necessary to charge 
hotel services, this coin is the quick 
way to establish identity. Made of 
dull silver... fits change purse or 
key ring. 

To help your Business Associates, 
save time when stopping at United 
Hotels. They can avoid check- 
cashing delays with this coin. 4165 
executives enjoy its convenience. 
Mail Coupon Today. Secure this 
extra service for yourself and 
others. There is no charge for is- 
suing or using this coin. 


UNITED HOTELS 

















October, 19381 


THE JOBBER’S|A]SALESMAN 67 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


Wholesalers Organize in 
Boston 


A group of independent whole- 
salers in Boston have formed the 
Electrical Jobbers’ Association of 
New England. The officers and di- 
rectors are: Julius M. Kaplan, presi- 
dent ; Thomas Fitzpatrick, vice-presi- 
dent ; Philip P. Braverman, secretary, 
and Israel Rossman, treasurer. The 
directors are Harry Arvedon, Philip 
Rosenfield, Nathan Breckman, Philip 
Winnick, and George M. Braverman. 
The address of the association is 73 
Tremont St., Boston. 

x ok x 


English Representative 
Wants New Lines 


Hugh Owen, located in “Berwyn,” 
Dalston Drive, Didsbury Park, Man- 
chester, England, is anxious to rep- 
resent manufacturers of electrical or 
radio goods in that country, either 
those already in that field or those 
desiring new outlets. 

** *@ 


David Higgins With 
Kirkman 


David Higgins has joined the 
Kirkman Engineering Corp., New 
York, assuming complete charge of 
sales in the metropolitan area. 

“Dave,” as he is best known, is a 
veteran of the industry, and is well- 
known to the wholesale trade. 

He joined Stanley & Patterson in 
1905 and served that organization 
for 24 years, rising from errand boy 
to purchasing agent. 








A. J. Gingold of the Hub Electrical 
Supply Co., New York, attended his 
first outing of the Independent Elec- 
trical Contractors, Inc., of New York, 
and according to him it was certainly a 
“great affair.” 




















CRESCENT 
PRODUCTS 


“*Crescent”’ National 
Electric Code Rubber 
Covered Wire and 
Cable. 

Intermediate Grade Rub- 
ber Covered Wire and 
Cable. 

‘Imperial’? 30% Rub- 
ber Covered Wire and 
Cable. 

‘‘Crescent’”’ Lead Encased 
Wire and Cable. 

“Crescent” A. B. C. 
Armored Bushed Cable. 

“Crescent’’ Lead Covered 
Armored Cable. 

‘‘Crescent’’ Flexible Me- 
tallic Conduit. 

“Crescent” Varnished 
Cambric Cable. Lead 
Encased or Braided. 

All kinds of special wires 

and cables. 

















A DAILY SCENE at THE CRESCENT PLANT 


loading 


LEAD ENCASED 
VARNISHED CAMBRIC 
CABEE... 


Contractors, Sales Representatives and Job- 
bers’ Salesmen may have the fullest confidence 
in the facilities and equipment of the Crescent 
plant to meet conditions prevalent in any field 
to-day requiring high grade insulated wire and 
cable. 


Orders are scheduled with the utmost care, 
and delivery promises are based on known per- 
formance in the factory. The complete line of 
Crescent Products, as listed here, represents 
many years of intimate acquaintance with the 
needs of the wiring industry. 


“Tf it’s Insulated Wire—wire Crescent’’ 


(RESCENT 


nsulated Wire and lable Co. 


CRESCENT ARMORED WIRE CO. 
TRENTON N.J. 
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New 
Open Type 
Floodlight 


Focusing Beam 
Projector, chrom- 
ium finish on cop- 
per. Delivers a 
beam that is wide 
horizontally with 
just enough refrac- 
tion vertically to 
break up striation. 


1) ae tere) alelanlior) 
Ete 


(2 VA D 


alilate 
FLOOD 
LIGHTS 


LEXIBILITY is the key note of 
this up-to-the-minute “Quad” unit. 
Single, double, or multiple bracket 
mountings with new “Quad” 1000 


watt rectangular _ reflector. 
the popular favorite for lighting foot- 
ball fields, skating rinks and all other 
sport or service areas. 

Inner Beam Projector builds up light- 


Justly 


ing intensities at more distant points. 





Bank of {2 
Adjustable 
“Quad”’ 
units. 


Use “Quad” catalogue as hand-book 
of lighting data. Circular describing 
and illustrating new outdoor lighting 
equipment on request. 


Manufacturing Co. 


26 SO. PEORIA ST., ring NL. 




















| product 


| Societies 


“A Single Breaker 


May Recede— 
but The Tide Is 


Coming In!” 


Action is the price of progress. | 


Effective action means sustained 


quires expert assistance. 


When you are in need of indus- 
trial and technical executives, pro- 
fessional engineers, or technicians 
—communicate with—Engineering 
Employment Service: 
New York Office— Walter V. 
Brown, Manager, 31 West. 39th 
Street; Chicago Office—A. Krau- 
ser, 
Drive; San Francisco Office— 
Newton D. Cook, Manager, Room 
715, 57 Post Street. 


Should your requirements be for | 


business or trade executives, write: 
—American Trade Association Ex- 


ecutives, 45 East 17th Street, New | 


York, N. Y. 


This service is the contribution of these 


professional organizations to industry. 


improvement and con- | 
sumer education. This in turn re- | 


Manager, 205 West Wacker | 


| 














SALESMEN— 
WHAT IS YOUR 
HOBBY? 


Fishermen, 
Golfers, 
Hunters, 
Bowlers, 


and others 


Send in Your Snapshots 
to 


THE JOBBER’S SALESMAN 

















Westinghouse Organizes 
Rural Division 

Realizing the growing demand for 
electrical farm equipment and home 
appliances in the small towns and 
on farms, C. E. Allen, commercial 
vice-president of the Westinghouse 
Electric and Manufacturing Co., 
East Pittsburgh, Pa., has appointed 
R. C. Cosgrove as rural distribution 
manager of the company’s merchan- 
dising department. 


* * * 


General Electric Adopts Col- 
ored Code Wire 


A method of identifying its vari- 
ous grades of code wire by means of 
colored rubber insulation has been 
adopted by the General Electric Co. 
Thus architects, contractors and 
building owners may have the assur- 
ance that installations are up to spec- 
fications without the need for com- 
plicated and expensive laboratory 
tests. 

By means of this marking, the 
grades of wire in an installation may 
be identified at any time for years 
after the wiring system is in use. 
This feature is added with no in- 
crease in price. 

The three grades will be marked 
with colored rubber insulation as 
follows: Code—black; Intermediate 
—red ; 30% —green. 


” @ & 


The “Sparrow” Market and 

the Wholesaler 
(Continued from page 10) 
dustry which are affected. 

This seems to the writer to be the 
logical way out instead of everlast- 
ing dropping prices. There is no 
bottom if price is to be the deciding 
factor. Of course, that wholesaler is 
fortunate who can ally himself now 
with a quality line whose future de- 
velopment work is pointed in the di- 
rection of better products at fair 
prices (rather than the reverse) and 
distributed constructively. 

Inasmuch as a wholesaler cannot 
live without lines and likewise can- 
not profit over a long period without 
the proper lines, the following sug- 
gestions will help the wholesaler who 
is interested in developing his busi- 
ness : 

(1) Select the names of all manu- 
facturers in each section of the in- 
dustry, such as conduit, wire, wiring 
devices, and so forth. 
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(2) Of these select those whose 
reputation, quality and service are 
of the highest order and who are 
now extending their best prices to 
their wholesalers. 

(3) Write each of these selected 
suppliers and obtain from them a 
written answer to all of the follow- 
ing questions: 

(a) Do you now, or are you in- 
tending to sell chain stores? 

(b) What is your policy regard- 
ing cheap materials? 

(c) Have you any plans for the 
future to counteract this price com- 
plex? What are they? 

(d) What is your policy regard- 
ing the addition of new distributors? 
What is your policy toward remov- 
ing your best prices from those of 
your wholesalers who do not coop- 
erate with you? 

When the various answers have 
been compiled and assorted by 
groups of product each wholesaler 
can then determine on which lines 
he proposes to standardize, bearing 
in mind that it is the future that is 
all important to him. Then the 
wholesaler should let the manufac- 
turer know that he is standardizing 
on his product. He will find that 
the reaction will be good and if the 
wholesaler’s choice is right his fu- 
ture is assured, provided that he 
whole-heartedly cooperates with his 
suppliers. 

It is time all of us got away from 
this “Sparrow Market” and made 
some money. 








“Sunshine mellows—heat purifies.” 
Taking her cue from the cigarette ad- 
vertisements Miss Mabel Timmons of 


the Kirkman Engineering Co., New 
York, enjoys most of her noon hours 
sunning herself on the roof of the com- 
pany’s building at 1 Dominick St. 














EFLECTOR 


FOR 
STORES 


No. 85—Unwired Showcase unit, length 
8% inches; drawn brass, hinge porcelain 











No. 95—Unwired display case unit, length 
9 inches; made of brass, porcelain socket. 


socket. Standard finish, statuary bronze Standard finish, statuary bronze plated. 
plated. For T6% tubular lamp. For standard lamps to 50 watts. 





No. 1012—Standard 18-inch Bank Cage 
reflector with diffusing glass bottom, made 
of brass or steel, with steel porcelain 
enameled reflector and twin _ porcelain 
sockets. Switch control at right end. 


SCHOOLS 


=. =— 


No. 130—Bracket light—length 9 inches; No. 720— Picture reflector —length 9 


No. 2600—Thin model sign for clear plate 
glass; outer frame, drawn bronze mould- 
ing; porcelain socket, intermediate base 
for T-6% lamp. Any standard finish. 


made of brass; porcelain socket, for T-10 inches; made of steel; porcelain socket 
tubular lamp. Standard round canopies for T-10 tubular lamp. Standard finish, 
and stems. gold spray. 





No. 5050—Aisle Light—size Box_ 444 
inches square by 2% inches deep; Cover body, frame and guard with Udylite rust 
534x534 furnished complete with porce- proofed finish; glass is Pyrex heat resist- 
lain enameled reflector, sign receptacle and ing. Sockets, twin porcelain for two 
louvre cover. Intermediate base socket lamps of 100 watt each. 

used for S-11 lamp. 


No. 5000—Pit reflector—length 17 inches; 


A copy of Catalog No. 9 


will be sent upon request 





deemed Via ® 
REFLECTOR {p74 r H | COMPANY 
3825 Laclede Ave.- Saint Louis 
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New Electrical Products, Illustrated 








MODERATELY priced and 

attractive sunlight table lamp 
designed to accommodate the new 
S-2 ultra-violet Mazda bulb, is be- 
ing placed on the market by the 
F. W. Wakefield Brass Co., Ver- 
milion, O. The distinctive mechani- 
cal feature of this unit is a double- 
shell reflector with air space be- 
tween, the inner shell being the 
reflector proper and the other shell 
being an ornamental housing. This 
construction serves three purposes, 
it permits the aluminum inner re- 
flector to be designed solely for 
efficiency and the outer housing for 
appearance, and in combination the 
two shells with air insulation be- 
tween insures against excessive 
heating so that the lamp may be 
handled or adjusted without dis- 
comfort. The reflector can be tilted 
at any angle. This unit is supplied 
in lustrous plated bronze finish. 


HE Benjamin Electric Mfg. Co., 

Des Plaines, Ill, has developed 
a new unit package, consisting of 
either a R.L.M. dome reflector or 
angle reflector in a convenient form 
as one complete unit and eliminates 
the necessity of assembling parts 
from many sources, the cutting of 
pipe and bending of goosenecks. 
A Benjamin porcelain enameled 
steel dome reflector or angle re- 
flector suitable for 75 or 100 watt 
lamps, with the new easy to wire 
hood and_ one-piece socket, is 
packed complete with a 17% in. 
length of half inch pipe and a Ben- 
jamin cast iron wall bracket, Cat. 
No. 5026, in an individual shipping 
carton, 








HE new Mazda sunlight lamp 

(type S-2), being marketed by 
the General Electric Co., Cleveland, 
yields an ample intensity of ultra- 
violet rays, yet it costs only an 
average of one and one-half cents 
per hour for current, making the 
sun lamp available for every home. 





N ASTER Electric Co., Dayton, 

O., introduces the “Master- 
Bilt” electric heat circulator. By 
means of a four-blade electric fan 
driven by 1/400 horsepower induc- 
tion type motor, the air is circu- 
lated over the heating element and 
distributed throughout the room. 
The heater is constructed of mould- 
ed brown Mecolite, base and motor 
housing with plated fan blades and 
guard. 


‘6 RIPLEX” time switch has 

been announced by the Triplex 
Products Corp., Clifton, N. J., 
a subsidiary of the Triplex Safety 
Glass Co. of North America. Fea- 
tures of the time switch are: 
Waltham self-starting synchronous 
motor movement; silver finished 
standard clock dial; raised bronze 
numerals; cadmium plated steel 
housing which is padlockable and 
sealable and furnished with knock- 
outs at sides, bottom and_ back; 
weatherproof housing may also be 
had. The switch unit comprises a 
“Mercoid” snap action switch mech- 
anism and “Mercoid” mercury tubes 
operated by easily set “on” and 
“off” control clamp cams located on 
a 24 hour rim rotating around the 
clock dial. The time switch may be 
obtained in 20, 40, 60 or 80 ampere 
capacities at 110/220 volts with the 
synchronous motor arranged for 
110 V. 60 cycles. Clock motors for 
220 volts or for 50 cycles may be 
supplied. The minimum operating 
time cycle is 30 minutes. 








HE “Adjustomatic” iron, pre- 

sented by the Westinghouse 
Electric & Mfg. Co., Mansfield, O., 
incorporates both automatic and 
adjustable control of ironing heat. 
The lever can be set for any iron- 
ing temperature desired. The iron 
will then heat up to and maintain 
automatically, by the Spencer ther- 
mostat, the temperature selected. 
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Forgotten 


Where is the safety campaign of yesterday? 
Are all manufacturing plants fully equipped 
with real SAFETY Switches? Surely you 


can find many in your locality that are not. 


The new Underwriters’ Switch tests have set 
new standards of safety. Call on the plants 
in your section that are using obsolete and 


hazardous switches and sell them that extra 


margin of SAFETY found in COLT-NOARK 
Quadbreak Switches. 








The Colt representative in your section is 
ready and willing to help you with this kind 


of work. Just send us your name and address 





and let us show you how we can help you 





get some of this business. 











COLT’S PATENT FIRE ARMS MFG. CO. 


PIONEERS OF PROTECTION SINCE 1836 


ELECTRICAL DIVISION 3 HARTFORD, CONN.. U.S. A. 


BOSTON CHICAGO NEW YORK PHILADELPHIA SAN FRANCISCO 
JS -2 
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nm 
Entirely New 


HACK SAW BLADE, FOR 
ELECTRICAL CONTRACTORS 


MILFLEX 
DUPLEX 


PATENTEO U.S.A. 


SELF-STARTING BLADE 
CUTS WITHOUT RIPPING 
OR BREAKING TEETH 


FINE TEETH ON FOR- 
WARD END START 
THE CUT SMOOTHLY, 
QUICKLY 


Regular 
Teeth 
Complete 


Here is an Electricians Special 
Patented Hack Saw Blade that 
cuts BX, Conduit, Wire Mold, 
etc., better than any blade 
now available. Electrical job- 
bers can get quick turn-over, 
with large profits on a small 
investment. Demand created 
by monthly advertisements 
reaching 24,000 contractors. 
This blade costs no more than 
an ordinary blade. One pitch 
of tooth — 18/36 — cuts all 
kinds of work. Saves time and 
blades. 


Go after this profitable 
business on the 


— ELECTIRICIANS— 
SPECIAL 


HACK SAW BLADE 


WRITE 


The HENRY G. THOMPSON 
& SON CO. 


Est. 1876 New Haven, Conn. 





Latest Trade Literature 

Federal Steel Products Co., New- 
ark, N. J.—Catalog 318, listing and 
describing this company’s lines of 
electric safety switches, motor start- 
ing switches, residence panels, cut- 
out boxes, steel cabinets and junction 
boxes have been published and is now 
available. 


Landers, Frary & Clark, New 
Britain, Conn.—This company is dis- 
tributing to the trade a new catalog 
on electric appliances which shows a 
selection of best sellers from the 
catalog of “Universal Electric Ware 
Beautiful.” This catalog also con- 
tains the first showing of the new 
Landers line. 


Day-Brite Reflector Co., St. Louis, 
Mo.—Catalog No. nine listing gen- 
erally the standard items of the com- 
pany’s line of both stock and made- 
to-order fixtures is now available. 


U. S. Electrical Tool Co., Cincin- 
nati, O.—New “U. S.” catalogs have 
been brought out for distribution to 
the industry. These include many 
new tools and machines. 


Trumbull Electric Mfg. Co., Plain- 
ville, Conn.—Catalog pages on the 
combination range and light switch 
with one meter twistout have recent- 
ly been issued by this company. 


Square D Co., Detroit, Bulletin 
CA-505-A is now available cover- 
ing a new line of shallow safety pan- 
elboards which augments this manu- 
facturer’s regular line of standard 
panels. 

“Open the New Square D Switch” 
is the title of a recent broadside 
issued by this company. 

Goodrich Electric Co., Chicago—A 
circular illustrating the No. 90 
“Diffuso” floodlight, has just been 
announced by this company. 


Federal Steel Products Co., New- 
ark, N. J.—This company has just 
issued a new 40-page catalog on its 
line of safety switches. 


John Dunlap Co., Carnegie, Pa— 
Catalog No. 20, superseding and 
abrogating all former catalogs, lists 
and discounts, has been released by 
this company. 


) 











When they 
ask for 
soldering 
salts— 


sell ’em 


Yager’s ! 


... for there isn’t a better-known 
nor more satisfactorily priced 
brand on the market. 


Packed in standard containers 
and in 25, 50 and 500-lb. drums. 


Send for a sample. 
Alex R. Benson, Inc., Hudson,N.Y. 
Since 1873 














ELECTRICAL 
DISTRIBUTION MAPS 
No. 1. Manufacturers’ Sales 
Districts. 
No. 2. Wholesale Trading 
Areas. 


No. 3. Location of Existing 
Wholesalers. 


Single Maps $3.50 
Set of 3 $10.00 


VERIFIED LIST OF 
ELECTRICAL 
WHOLESALERS 


With supplementary radio and 
hardware lists. 


To Advertisers: 


$10.00 First Copy 
5.00 Additional Copies 


To Non-Advertisers: 
$30.00 per Copy 


Order from 


THE JOBBER’S SALESMAN 
520 N. Michigan Ave. 
Chicago, Iil. 
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Results Count 


and 





Patented 


Wire Connectors 
Assures Them » 


The best results are obtained 
with S.R.K. WIRE CON- 
NECTORS. Using S.R.K.’s 
is the up-to-date method of 
making connections. No. 
more solder and tape to fuss 
with 





For speed, safety, reliability 

and efficiency you can find 

nothing to beat S. R. K 
. WIRE CONNECTORS. 


Approved by 
Underwriters Factory Mutual 


Laboratories Laboratories 


JIFFY WIRE CONNECTOR CO. 


Hackensack, N. J. 


General Sales Office 


G. DENN MONTGOMERY, Jr. 
458 Broadway, New York City 
Phone CAnal 6-7533 and 6-6186 


The © WISE 


e 











Contractors ! 





No. 1 No. 2 No. 3 
Who joins 'n Who helps Who finds 
WIREMOLD’S WIREMOLD rich new 
Campaign to Campaign to field by 

sell sell selling 
LIGHT LIGHT LIGHT 
BY THE BY THE BY THE 
STORE OFFICE HOUSE 
FULL FULL FULL 


All 3 Campaigns are now at their 
peak! Jobbers Salesmen will be 
wise to tie-in with them. Full 
details on request. Write to 


WirEMOLD 


W.B.B. Heaaquarters 
Hartford, Conn. 














Benjamin Electric Mfg. Co., Chi- 
cago.—Data sheets B M; 21 H:01 
and B M; 21 G: O1 have just been 
released. These cover the use of 
Play-Area floodlights for swimming 
pools and tennis courts. Temporary 
sheets for kitten ball diamonds and 
open air dance floors are also avail- 


able. 





Wagner Electric Corp., St. Louis 
—‘“Steel-backed Babbitt-lined Bear- 


9 


ings,” a bulletin discussing the prob- 
lem of bearing seizure in electric 


motors and the features of Babbitt | 
3earings, has recently been released 
by this manufacturer. This bulletin 
is known as No. S-349. 





Square D Co., Detroit, Mich— | 
The Switch & Panel Division of this 
company has just issued a supple- 
mentary section to Bulletin CA-505, 
which describes its standard con- 
vertible safety panelboard. The 
supplementary section, Bulletin CA- 
505-A, describes the new shallow 
type convertible safety panelboard 
with capacities up to and including 
100 amperes, 250 volts. 





Gruber Brothers, New York— 
“Folio No. 31,” a catalog featuring 
many new designs in lanterns and 
interior and exterior fixtures, has 
recently been issued by this company. 





Square D Co., Detroit—Bulletin 
C A 505A, describing the new shal- 
low type safety switchboard and 
giving price lists has recently been 
issued by this company. 





Wadsworth Electric Mfg. Co., Co- 
vington, Kentucky, has published a 
new catalog No. 100-A, fully describ- 
ing Wadsworth safety electrical 
switches and distribution panels. 





Curtis Lighting, Inc., Chicago, 
“The Golden Age of Armor” is the 
title of an illustrated booklet intro- 
ducing the new line of X-Ray Golden 
Armored Reflectors. The evolution 
of armor from medieval times to the 
World War is described. 


Bull Dog Electric Products Co., 
Detroit, Mich.—‘‘Architects’ and En- 
gineers’ Bulletin No. 293” which has 
been released by this company deals 
with the type DF-30 Bull Dog 
“SAFtoSWITCH-Board.” 

















29 


Years 


strict adherence to our pol- 
icy of producing the best in 
quality at an equable price. 


Why not concentrate on 
the Alphaduct line? — your 
contractor customers have 
known it ever since most of 
them have been in business. 


ALPHADUCT CO. 
136 Cator Avenue 
JERSEY CITY, N. J. 







. ery 
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SHERMAN 
Always 
in Big Demand! 


Heavy Duty 
Soldering Lugs 


Made exactly to the specifications of the 
N.E.L.A., Sherman Soldering Lugs meet the 
insistent_demand for heavy duty lugs. 


duties 








Sherman Split 
Sleeve Connectors 


are popular with the contractors because 
they not only do not overheat, but also give 
tight clamping for wire before soldering. 
All surface smoothly tinned. 


Sold Through Jobbers 


H.B. SHERMAN MFG.CO. 
Battle Creek, Mich. 
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with 

the Kirkman line of standard 
fuses you have all that any 
buyer can ask for in every- 
thing from thorough quality 


to fair price! 





ie 


Make a note i 
of this... 


- + . no man 
ever bought fuses 
on a strictly price 
basis and_ really 
expected honest- 
to-goodness serv- 


+ceé. 

‘‘The KIRKMAN 
line, while not com- 
petitive is sold at a 
price that usually sat- 
isfies the closest buyer 
—the line is complete, 
from 600 amp to little 
blug fuses.” 


Sees Hay 6. Fubit p 


KIRKMAN ENGINEERING CORP. 


Fuse Makers Since 1912 
1 DOMINICK STREET » » NEW YORK 


Location of Warehouse Stocks 


J. R. O'DONNELL R. L. CUNNINGHAM 
550 Howard Street 600 So. Delaware Ave. 
San Francisco, Calif. Philadelphia, Pa. 


KABERNA & CO. H. W. MacLEOD & CO. 
29 So. Desplaines Street 242 Congress Street 
Chicago, Illinois Boston, Mass. 
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a 
$ 
~ 1? is, normally, one 


of the best times of the year 
for the sale of electrical con- 
struction material........ 


Under present business conditions the jobber’s 
salesman must suggest, to his clientele, new % * 


products and usages rather than merely accept- \ —— | 
ing business that may be offered to him. ) 5 , fT study our catalog 











a Study your catalog—get in touch with the 

Trumbull representative for any information 

“factories are looking desired—then go out and “circulate” intelli- 
for economies” é gently as never before. 


There is business for a man who knows where 
he is “heading” and who works without consult- 
In times like these, factories are looking for new gy ing the clock. 

material that will assist them in making econo- 
mies in time and effort—that is an important 
part of the modernization programs so widely 
expanding at this time. 








Jobbers’ salesmen thoroughly acquainted with 
the completeness of the Trumbull line can sell 
a tremendous variety of units for any moderni- 
zation of systems of interior electrical distribu- 
tion and control. 








‘jobbers salesman The 
— ' j 4d 4i ie ' 
is a teacher RB” (receding blade 
§ | N F Here is one line that has been 
accepted universally where 
properly presented—it is a revolution in 
safety switch construction. Illustrated on 
His job first is to know about it and then tell pang eed tel ~gundiagn 
" . 9 - Any Trumbull representative will supply you 
about it. A live Jobber’s Salesman is a teacher, with full detailed information. 
a d - d €O 
and not a peddler. ng A sample under your arm” an 


THE TRUMBULL ELECTRIC MANUFACTURING COMPANY 


@ GENERAL ELECTRIC @ ORGANIZATION 


PLAINVILLE, CONNECTICUT 
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QUALITY s PARAMOUNT! 


Economy Fuse & Mfg. Company 
CHICAGO, U.S. A. 





THEY GO INTO A JOB 
WITHOUT GRIEF 


memeibe) 


ied l= ial le ll BIRSIDRIRLALS RY 


ln roughing-in-materials, as in cigars, there 
are favorite brands. Usage, actual expe- 
rience, determines the favorite. 


A.C.L. PRODUCTS are the favorite of thou- 
sands of electrical contractors in this coun- 
try because "they go into a job WITHOUT 
GRIEF, and STAY there''—hence profit- 


-And stay there / 


LOOMFLEX 


cine ec 
“XOUCT Aaa 


Las Sanranie 2’ 
INSPECTED CONDUIT OVS 
Shed 





SPN TNS SRST r 


ean =" 


able. Forty three years of SATISFACTOR- 
ILY serving the electrical trade proves the 
foregoing statement. 


Are you handling A.C.L. PRODUCTS—the 
favorite brands with contractors—a line 
that is widely advertised, widely known and 
widely used—thus, highly profitable to you? 


AMERICAN CIRCULAR LOOM COMPANY, Inc. 
Woolworth Building 


233 BROADWAY, NEW YORK 
Offices in All Principal Cities in U. S. A. 








View of Upper Gun Deck with its 
Maze of Rigging 











by BULL DOG 


The U. S. S. “Constitution,” since the War 
of foc peeve: s most renowned and be- 
loved man o’ war, is sailing the seas again 
this summer. Because this historic frigate 
has become a floating national shrine, its 
interior is now electrically illuminated so 
that its thousands of visitors can view the 
ship in detail. BULL DOG is proud of the 
fact that their SUPERBA Lighting Panels 
and Safety Switch make “Old Ironsides”’ 
lighting equipment as up-to-date as that of 
the most modern industrial or office build- 
ing. 


BULL DOG ELECTRIC 
PRODUCTS COMPANY 


Detroit, Michigan ‘ mt 

















SUPERBA In Canada: Bull Dog Electric Products ' e nee 
Hunt of Canada, Ltd., Toronto, Ont. BULL DOG SUPERBA Lighting Panel and 
Lighting Panel Safety Switch 

















’ SE 
seecmanel = SAFETY SWITCH _—Bus- DUCT Trol-e-DUCT FUSENTER  SAFtoSWITCH-BOARD 

















